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FOR YOUR 


faster Bonnets 


Since horse and buggy days, spring, with its new spiri 
of optimism and gayety, has been most aptly reflecte 
by the gay coloring and design of milady's Easter Hat- 
And for just as long a period (more than thirty-fiv. 
years), KORRECT-WAY has helped alert merchants di: 
play these gay bits of femininity to the utmost advan 
tage. In any window—and in any season—the lovely 
heads shown here are ‘way ahead when it comes t: 
speeding up the selling pace. Why not capitalize on th: 
air of individuality and charm their use will give your 
displays—by ordering today for your Easter display. 
YOUR CHOICE OF STYLES 


(all are correct 21!" head size) 


STANDARD MODELS NECKLESS MODELS 
Usable with or without head Clever, new flexible tube fit 
supports, these beautiful, new ment for %* upright permits 
models are favorites everywhere tilting heads to desired angle. 


WITHOUT LASHES 1.95 EACH 


With Hair Lashes $2.50 Each 


UPRIGHT SUPPORT 
No. B352—Has %%” dia. glass 
upright with milled CHROME 
fitting permanently attached 
to CHROME base. 24, 30 or 
36" heights. 
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LOAN DISPLAYS 


SEEN ON MAIN STREET FROM COAST TO COAST 














WLS loan displays that do a grand 
selling job in windows, large or 
small. They’re dramatic third- 
dimension settings with modern, 
attractive finishes in smart colors... 
many are animated and lighted 
... all feature popular, best sellers 
... and there’s no cost except small 
incoming transportation charge. 
Plan your schedule now to include 
at least one for every week. 











FREE 


Just off the press—shows 
most popular Structural 
Bends — suggested treat- 
ments—actual installations 
—and construction details. 
Write now for your copy. 


W. L. STENSGAARD & ASSOCIATES, INC. 


CHICAGO * OAKLAND * NEW YORK 


Davenport Hosiery Mills, 
. High, Featuring Hum- 
9 Bird Nylon Hosiery. 
giant metal bird cage 
animated swing sup- 
ting beautiful carved 
fe with real hair and 
8. Tissue wrap repro- 


lons On side 
units tell 
Sales Story ? 


For Hickok. 5 Ft. High. 
Three classifications 
of sport belts. Re- 
versible . . Live-Glas 
..sandune.. each fea- 
tured in smart, mod- 
ern, two-tone wainut 
frame with metal foil 
background. 


For Homer-Laughlin. 514 Ft. 
High. Featuring ‘‘Nautilus’’, 
“Georgian”, ‘‘Theme’’, Egg- 
shell Dinnerware. Has giant 
carved plate, carved figure 
and flock finished carved 
birds. Metal cages can be 
placed in many attractive 
arrangements for display of 
merchandise. 


4 

For Scovill. 40 In. High. Fea- 
turing Gripper Fasteners for 
Children’s Wear. Deep bas 
relief carvings with position 
and ‘‘action”’ adapted from 
the famous ‘Spirit of 1776” 
illustration. Finished in oil 
and lacquer colors in at- 
tractive Americana color 
scheme. 


5 

For Kirsch. 5 Ft. High. Re- 
volving turntable dramatiz- 
ing three different window 
treatments . . demonstrates 
how any room is easily 
made more attractive with 
smart draperies and drap- 
ery hardware. Miniature 
bridge table scene in at- 
tractive oil colors. 


6 


For Interwoven 6 Feet High. 
Yes... Americana in the truest 
sense featuring famous 
names in Early American his- 
tory. In this new series are 
Paul Revere .. Paul Jones... 
The Spirit of 1776. . and The 
Culpepper Minute Men. 
Beautiful carvings with oii 
colors and flock finishes. 















SEER 


Display’s Great Monthly Digest 


DISPLAY WORLD 


COMBINED WITH 
MERCHANTS RECORD AND SHOW WINDOW 








VOLUME XXXVIII MARCH 1941 NUMBER 3 








CONTENTS 


Poor Display Is Costly By W. L. Stensgaard 5 
Chicago Spring Windows Have Diverse Natures By Kendall Hull 6 
Wholesaler Stars Display In Modernization 8 
ree Came Ge wk lk OO Oe ee Owe 9 
Los Angeles And Spring By Herb Cross. . . . 10 
Promotions For May By Louis Gehring . . . 12 
Manhattan Windows Greet New Season By Virginia Roehl . . . 14 
ee ee 
Emphasis On Figure. . . . . . . go> ee 
Elements Of Display “By seman Apolny —— a 
Seasonal Atmosphere Counts In Footwear Windows . . .. oa 
Here And There i © wae a &. aeewe-yc opens pay. See 
l. A. D. M. News By John L. King . . «26 
Merchandise Is Stressed At Burdine's, Miami. . . . . . . . . 28 
Air-Brushed Cards By Alfred L.Schelm . . 30 
Display Merchandising Gece ..:s5. ® 
Display Studio Problems: XXX. Working With Plastics 

By A.J. Balfour . . . 34 


"Presentation" Display Plan Boosts Sheaffer's Sales 
By George J.Doyle . . 36 


Seasonable Ideas By Everett Scrogin. . . 38 
Editorial ‘ - le (ae > eA aw 86 
Point-Of-Sale Gilieny OF National Chiadinn ee ee oe ee ee 
Think This Over By Frank G. Bingham . . 44 
Chicago Club Stages Party. . . . . « « «© w« 2 ew ee 48 
The Display Parade By Tony Brinker . . . 50 
The Fashion-Vane By Francine Post . . . 53 
Questions And Answers. . . . « «© ee eee eee 
Reminiscing .. oe ee © =o Be at Se ve eee 


THE DISPLAY PUBLISHING COMPANY | - - 1209 Sycamore St. - - CINCINNATI, OHIO 


Member Audit Bureau of Circulations. 


Eastern Office: V. W. Sebastian, Room 1101, Flatiron Building, 175 Fifth Ave., New York City. Tel. ALgonquin 4-021]. 
Published monthly at $3.00 a year for the United States and Canada; foreign, $4.00 a year. Canadian and foreign orders payable in U. S. funds, 
by international money order or New York bank draft. Single copies, 30 cents. For sale on news stands supplied by the American News Company 
and its branches. Entered as second-class matter September 20, 1922, at postoffice at Cincinnati, Ohio, under act of March 3, 1879. 
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"Since advertising is accountable for 15 The spirit of spring was symbolized in a dryad-like Several special features are scheduled for the 
per cent of store traffic, the other 85 per figure rising from a lily pond in this display by April ; 15 issue of DISPLAY WORLD, including a 
cent of our customers must be reached Louis Villelo, B. Altman's, New York City. The ery interesting and timely article on men's wear 


branches show clouds of veiling and green and white display, written by Joe Vaughn, Porter's, Birming- 
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: lated cork. This was one of six windows at Altman's ing, De Sault, Scrogin, Roehl, Hull, and Gross will 
the year.""—Charles A. Shinn, vice-presi- where the white plaster-finished figure (Victor keep you abreast of the times in New York, Los 
dent, The Denver Dry Goods Company, Haida) adorned the settings. . . . (Photograph by Angeles, and Chicago, and suggest ideas for the 


Denver, Virginia Roehl.) months immediately ahead. 
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Cheney Brothers’ ${(\() PRT H 





For Best Window Display 
Featuring Cheney's 
FIESTA FOULARDS 
for Spring, 1941! 


We are pleased to announce to the Display Managers 
of all stores featuring Cheney Cravats ... our sponsor- 
ship of a “Century-Note” Window-Display Contest with 
a “Winner-Take-AII” prize of $100 for the photograph 
of the store window which, in the judges’ opinion, best 
ties-in with our Spring promotion, CHENEY FIESTA FOU- 
LARDS. In addition, to assure maximum co-operation 


with the Cheney salesman who contacts each contest- 


ant’s store, we have arranged to award a duplicate prize 
of $100 to our salesman whose account wins the Contest. 

CHENEY FIESTA FOULARDS will be advertised in two 
publications: a 4-color, full-page in the Saturday Eve- 
ning Post, April 5, 1941 issue, on the stands April 2; a 
2-color '4-page in Collier's, April 19, 1941 issue, on the 
stands April 11. Our displays featuring these advertise- 
ments are ready now ... and must be included in your 
Window Display in order for your entry to qualify. As 
for the merchandise itself ... check with your Merchan- 
dise Manager today for delivery date on his order for 
CHENEY FIESTA FOULARDS. 

Entries must be sent to Mr. Frank O'Neil, Sales Man- 
ager, and postmarked not later than midnight, May 1, 
1941. Judges’ decision will be final... and of course, 
in case of a tie, duplicate awards will be made. All pho- 
tographs of Window Displays submitted become our 
property. If you have any particular problem with 
which you think we can help you, please do not hesi- 
tate to call on us, either directly or through our repre- 
sentative. Remember ... the closing date, midnight, 


May 1, 1941. And good luck! 








CHENEY BROTHERS - sILk mers. 





SINCE 1838 °¢ 16 East 34th Street, New York, N. Y. 
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Door Display Is Costly 


By W. L. STENSGAARD, President* 


W. L. Stensgaard & Associates, Inc., Chicago 


Of course in the jewelry store field, as in 
every field, there are good, fair, and poor 
displays and obviously too many are only 
fair or poor. Many of us seem to think that 
simply putting merchandise behind the glass 
is display, regardless of how it is handled; 
and sometimes we think the more we put 
behind the glass, the will sell. 
There seems to exist certain hesitancy to 


more we 


modernize our thinking—perhaps due to the 
“bugaboo” or fallacy that good, effective, or 
dramatic displays cost too much. To this 
we always ask the question, “Are we sure?” 
and the next question, “How expensive is 
poor display e 

We believe that the real job of display is, 
of course, first to help sell goods at reason- 
able cost to sales, and moreover to sell the 
store or institution behind the display. Thus, 
good display is not something simply to be 
only during big volume peaks, 
“Easter” or “Christmas ;” it must be 
consistently good because it has the power 
to build or tear down our reputation due to 
the impressions it creates day after day and 
week after week. 

Even though not during the peak of the 


employed 
such as 


season, jewelry store windows are viewed by 
many people who think far into the future 
and these windows are constantly 
bad; 


when the time comes to buy, the prospect is 


creating 
impressions, either good or therefore 
fully ready to buy from you or from some 
When we consider windows as a 
great force, both directly and indirectly, to 
the sale of merchandise and to the building 


one else. 


of an institution, we must respect them and 
learn to treat them accordingly. 

Of course, we know that any retail jewele: 
We also 


know that regardless of how busy they are, 


and his staff are always very busy. 


*Address before American National Retail Jewel 
ers Association, Waldorf-Astoria hotel, New York 
City 


the impressions given out by their display 
front should never be neglected. 

Certainly much can be 
planning display 
For example, the “Retailers’ Calen 
dar and Promotional Guide” issued by the 
National Retail Dry Goods Association is a 
very practical aid to advance planning. Un 


accomplished by 
your promotions in ad 


vance. 


doubtedly each jewelry retailer has his sell- 


ing calendar on paper as reference and 
guide for the entire year. 

Of course, we know each year that 
Christmas comes at a certain time and we 


have Easter and graduation and “Back to 
School,” also wedding seasons, but there are 


many other events of great promotional in 


terest. We believe the jewelers’ display cal 
endar can be more interesting and more 
easily established than for many other re 


tailer classifications. Therefore, there should 
be no excuse for finding it difficult to build 
interesting display events that are seasonal 
and directly applied to merchandising 

Eye appeal to our merchandise is our best 
salesman. Good display dramatizes and fur 
ther enhances eye appeal. It brings out the 
desirable points of the merchandise 
practical 
capitalizes on 


most 
It places the item in 
smart setting. It 
events of national or 
interest to a 


use, in a 
current 
local importance 


and of great number of cus- 
tomers. 

Display planning can only be practical if 
its conception is visualized through the cus- 


(1) What 


will be planned during the period in ques- 


tomer’s eyes: customer activities 


tion? (2) What events of local and national 


will be of simultaneous interest 


importance 








to the These two 


bast 


majority of customers 


factors lend one to select the right 


items for display promotion 


Next, we dig into the items find out 


what important elements make them worth 


possessions then we visualize the 


while 


occasion or event or activity tor which the 


items are appropriate and with sucl 
idea ot 
Briefly 
this kind of planning gives us displays that 


attention that reflected 


constructive thinking, an effective 


theme fo1 the promotion 1s conceived 
will draw will be 
our cash registers. 


[ ¢ mitinued q 


page 16] 


—These are two of the group of windows with 
which Black Starr & Frost-Gorham announced 
a new wedding advisory service. One window 
featured a display of miniature silver, together 
with the invitation to consult the store's wed- 
ding advisor on all details relating to the 
event. Similar treatment was used for 
the display at the left, cards attached to 
sprays of large lilies-of-the-valley asking typi- 
cal questions which usually puzzle brides-to-be— 











The March wind seems to have been amus 
ing himself in Chicago no end this month, 
puffing helter-skelter ‘round the town, knock 
pushing over that until 
the whole city has a slightly tip-tilted on 
Even in the State street win 


ing over this 


the-bias look. 


dows, platforms assume the maddest otf 
angles doorways lurch to one side 

bushes and trees wear wind-blown leaves, 
and accessories fall where they may. The 


scene is as devil-may-care as a snap of the 
fingers... as fresh and colorful as a new 
tossed salad. And the masters behind thes« 
studies in casualness . those carefully at 
ranged flipperies . have turned in a four 


star pertormance 
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Chicago Jprins Windows 
Have Diverse Natures 


By KENDALL HULL 


Fred Kuehn & Co., Photographers, Chicago 


Putting into effect a little wishful think- 
Director John Courtney, Sears 
Roebuck & Co.'s State 
green as all outdoors in high spring with a 
Among the dis 
plays is one pictured at the upper left, an 


ing, Display 


street store, goes 


series of fashion windows. 


inspired interpretation of a garden just out- 
side a section of a white frame house with 
wide clapboard siding, slightly askew so that 
its green shuttered window runs uphill (or 
downhill if you look at it that 
way) in keeping with the March theme: a 


choose to 


place for everything and nothing in its place. 
Up a slanty rainpipe scampers a gay green 
flower-box hung below the 

window with its ruffled 
white dotted net is brimful of as- 
vellow-flowered 


vine, a CFOSSs- 


paned crisp cur- 
tains of 


sorted posies, and a sunny 


Lush is planted at the left beside a row of 
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old-fashioned blooms in a_bricked-in be 
Grass carpeting is all floor at 
snuggling up against the interesting paint 
brick there a 
white pots of hyacinths to harmonize wit 
the nosegays and corsages sprinkled amoi 
the kerchiefs, what-n 
upon a garden tea-table. 

In the same vein is a double-paneled wis 
dow done by Courtney but not pi 
tured. The background settings are essen 
tially the same as that just described wit! 
the house exterior and the garden plot. [n 
addition, there are two large cut-out hand 
mirror frames of pink wall board mounted 
window glass with handles to. th: 

Diagonally across the mirrors run 


over the 


foundation of the house; 


gloves, shoes and 


also 


on the 
outside. 
hand-lettered streamers reading: “Sears pr 
new and different look.” Street 


sents that 





wear is featured in the window. 

“For the Season to Come” read duplicate 
hand-scrawled paper placards pinned noncha 
lantly to two bunches of pussy willows and 
pastel leaves standing in vases upon the floor 
ot a Lane Bryant window, arranged by Dis 
play Manager Arthur Porier and pictured on 
this page. Further spring notes are sounded 
by twin atop 
bark-covered poles that lean at crazy angles. 
flowering 


bird-houses perched rustic 


Running up the poles are vines 
and fluttering in the sweep of bare branches 
across the back of the set are a couple ot 
birds.” = The 


furred spring 


“early display, which — sets 
forth 


hats, is illuminated by 


smart little 


light which 


coats and 
indirect 
shines trom behind wide wood ceiling beams 

\bundantly grow the 
‘round a trellised proscenium of one of Mar- 
shall Field & Co.’s “keyhole” windows, tea 
turing plaid patterned sports togs for boys 


glories 


morning 


—Upper left, by John Courtney, Sears Roebuck 
& Co. State street store. . . . Center, by Ar 
thur Porier, Lane Bryant. Left, by Les 
Barofsky, Morris B. Sachs Company. . . . (A! 
photographs by courtesy of Fred Kuehn & Co 
Photographers, Chicago) — 
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_Top, by J. W. Campbell, Carson Pirie Scott 

& Co. ... Center, by J. R. Cooper, Mandel 

Brothers. .. . Below, by Arthur Fraser, Marshall 
Field & Co.— 


and girls. The “jeune fille’ stands in a 
recessed slant-topped display platform which 
carries accessories to complement her three- 
piece suit. Graceful) modern background 
flats cast interesting shadows upon the rear 
wall of the window set and a poster catch- 
ing the light emanating trom off-stage spots 
carries in bold script the caption, “Styles 
That Bloom in the Spring.” There's a flag- 
stone walk circling the mannequins, half il- 
lumined, half hidden in shadow. Display 
Director Arthur Fraser designed the win- 
dow, which is pictured at the lower right. 

Clothes are fun when treated by Les 
Barofsky, of Morris B. Sachs, in a playful 
mood as he does in the clever portrayal 
on page 6. Across the background panel, cov 
ered with shredded crepe paper, string-rug 
fashion, he strips a paper ribbon streamer 
carrying the legend, “The Merry-Go-Round 
of Spring Fashions.” And just in front of 
the panel suspended on white poles are two 
happy-go-lucky carrousel ponies with col- 
ored crepe paper coats and white reins, 
plumes and tails. The front pony is poised 
about a foot lower than the little fellow at 
his side and a young woman sits side-saddle 
upon his back. The gay wheezing music of 
the merry-go-round is the only thing missing 
from the set. A poster propped against the 
upright pole supporting the downstage steed 
echoes the legend on the streamer, carries 
two merry-go-round motifs in water color. 

\t Mandel Brothers, J. R. Cooper draws 
attention to a collection of men’s togs in a 
simple but effective manner. Over the mer- 
chandise he hangs a large poster bearing 
the lettered words, “Mandel Brothers 
Dunhaven Hand-crafted Clothes . . . Chi 
cago.” Sign is bordered by what appears 
to be hand-stitching and diagonally across 
the poster, painted to give the illusion ot 
having been thrust through it, is a giant 
reproduction of a sewing needle. From the 
eye of the needle dangles a white rope 
which entwines itself about the jacket of a 
suit and coils on the floor of the standard 
platiorm to point attention to the various 
Items being shown. A harmonizing poste 
on the floor emphasizes the idea that “Hand 
craited” clothes are “molded by hand _ toi 
perfect fit, long wear, perfect satisfaction.” 
The window is illustrated. 


e- 


Pretty Girl is the Bride of Spring” says 
a poster ina State street window of Carson 
Pirie Scott & Co. where a display devoted 
to flutfy ruffles for the trousseau has been 
dran itically staged on a stepped-up plat 
lorm by J. W. Campbell. Lavish sprays of 


range blossoms, big as cabbage heads, 
trail over the stairs covered in white and 
edged with gathered organza for femininity’s 
sak Three mannequins in lingerie are 
grouped about a rococo love-seat and cas- 
ually placed throughout the scene are in- 
triguing bottles, slips, a gown, and copies 
ol shion magazine. Posteresque copy of 
The isride’s magazine stands at right, and 
a p r at left invites puzzled brides-elect 
to bring their problems to the store’s able 
wedding consultant. Background draperies 
are shimmering silk and the set is indi- 


rect ghted. The window is pictured here. 
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In Modernization 
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Completion of the first two units in 
modernization of the Rice-Stix sales | 
display rooms has just been announced 
Ernest W. Stix, president of this St. Lovis 
manufacturer and wholesaler of dry gow |\s, 
men’s furnishings, and ladies’ ready-to-w: 
Display is given a stellar role in the entire 
modernization plans. 

Sales areas for all men’s furnishing lines 

. each made in a Rice-Stix owned factory 
... have been rearranged and placed on th 
first floor. Salesmen now sell from samples 
rather than stock and the lines are laid out 
in modern booths each designed so that two 
customers can be served simultaneously 
without distraction. The fixtures are fin- 
ished in silvered oak with a recessed, painted 
black base. Walls are painted peach with 
ceiling of bluish green hue. Center posts 
are finished in a shade of burgundy. 

Mazda lighting is generally used through- 
out, with the fluorescent type being used 
to high-light all displays. Special lighting 
fixtures of spun aluminum with concealed 
reflectors are suspended from the ceiling on 
10-inch centers. 

All piece goods lines are now shown on 
the modernized second floor, where staples, 
domestics, wash goods, woolens and_ silks 
are sold and displayed in a setting entirely 
different from the usual wholesale practice 
For the convenience of customers, arrange- 
ment has been made to serve them from 
either open stock or sample lines. In the 
main sales room eight individual sales sta- 
tions designed to service customers quickly 
are provided, each containing a complete 
This space is supplemented by 
nine private selling 
desiring to work more leisurely. 

The wall fixtures, posts, and tables are 
painted light gray, trimmed in dubonnet 
Table tops are covered with navy linoleum 
The ledges and ceiling are painted white 

A bank of “display windows” on this sec- 
ond floor is pictured in the first illustration, 
while the third photograph gives a close-up 
of a selling station on the second floor 


sample line. 
rooms for customers 


All modernization plans are being made 
under the supervision of the Store Planning 
division of the Rice-Stix Merchants’ Service 
bureau. This is the branch of the Rice-Stix 
organization which prepares store plans and 
merchandise arrangements for the retail 
customers of Rice-Stix. 


Williams Rejoins 
Reynolds Brothers 

Dewey Williams has returned to Reynolds 
Brothers, Perth Amboy, N. J., as display 
manager. He was formerly with the firm 
for a number of years in the same capacity 


—Top, a bank of displays on the second floor 
of Rice-Stix, devoted to piece goods. . 

Center, a general view of the sales section for 
men's and boys’ furnishings. . . . Below, a close- 
up of a selling section in the piece goods 
department— 
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Three Comings Events 


Life in the field of retailing is made up 
of “special events” and “weeks” ad infinitum 
—all items on which to base sales and spe- 
cial promotions to move merchandise. Aside 
from the average store’s “Founder's day” 
sale, anniversary, and so on, there are count- 
less “weeks” of all sorts so that no retailer 
need be without an excuse of some kind for 
any kind of promotion. Unfortunately, most 
of these “weeks” are strictly meaningless— 
in the eyes of the consumer, at least; a few 
have come to be accepted by the public, and 
thoughtful tie-ins with these “weeks” or 
“days” have considerable value. Another 
small group is made up of “days” which are 
gradually growing in importance, of which 
“Father's day” might be cited as a typical 
example. 

Making slow but steady progress is “Baby 
week,” which is from April 28 to May 3 this 
year. Emphasis on infant apparel is usually 
lacking in display windows, so this period 
offers a fine opportunity to stress a type of 
merchandise which ordinarily suffers from 
lack of display. Something along the line 
the first window pictured is always ap 
pealing, whether to parents or to relatives o1 
friends. Created by J. E. Vent, Rike-Kumler 
Company, Dayton, Ohio, this display had a 
background done in light blue, with the same 
tint followed in the puffed floor covering. 
The drapes were white, with pink tie-backs. 
The mannequin was garbed in a pink negli- 


of 


gee. The block displayers were covered in 
pink satin. 

Why no organization has got around to 
designating an official “Fur Storage week” 
is problematical, since apparently nothing 
else has been overlooked. But fur storage 
provides a source of revenue for the store 
besides offering a service and convenience 
to the customer, and many firms find it a 
good idea to capitalize on the idea. A sim 
ple, dramatic way of reminding shoppers of 
this service is by means of a display like the 
second one illustrated—also by J. E. Vent. 
Stress is placed on the ease with which 
arrangements can be made for storage, while 
the nature of the service is explained very 
graphically by seven photographs—ot the 
bonded truck which picks up the garments, 
the fumigation room, cleaning department, 
workrooms, inspection, bonded truck drivers, 
and the vaults themselves. Such a display 
leaves nothing to the imagination of the 
Customer 

“National Cotton week” has a justly de 
served reputation for returns when used as 
the basis for a special promotion. The date 
has been tentatively set this year for May 
16-24. This week lends itselt readily to a 


Variety of merchandise, due to the nature of 
cotton, and since cotton seems peculiarly 
\merican a good tie-up this year could be 
made th the “Americana” theme. 

Th splay pictured is by Joseph Apolin 
a Loveman, Joseph & Loeb, Birmingham. 
Miniat 


cotton bales are scattered through- 
vindow, with a few over-size cotton 
olls additional interest. The back- 
is painted to represent a_ river 
Passing a plantation in the heart of 
the ¢ n belt. 


out tl 
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The spring fashion picture in Southern 
California has never been livelier! Not one, 
but many new themes arrived with the 1941 
premiere of the “Modes of Spring.” Plaids, 
prints, nautical and military notes, pastels, 
and the reigning favorites, navy and black 

all added sparkle and interest to the 
fashion revue. The window displays took up 
the “Modes” in their customary big way. 
Displaymen helped nudge spring along with 
huge background enlargements of wild flow- 
ers and rolling hills. The month of Febru- 
ary always brings to Los Angeles a certain 
snappiness and energy, which carries right 
over into March. Sports are in full swing; 
beaches begin to look like early summer. 
The meadowlarks and mocking birds tune 
up, buds begin to pop, hills and valleys are 
never greener. This atmosphere was vividly 
portrayed in the windows. 

From a prominent Wilshire boulevard 
store, Desmond's, comes a window featuring 
“Californiana Colors.” Four mannequins are 
used in the display, which is shown at the 
top of this page. One mannequin is being 
photographed by another, while the other 
The photographic setting is 
model 1s 


two look on. 
exceptionally attractive. The 
standing before an artistic plaster frame- 
work; at her feet and extending out into 
the window is a bed of artificial tulips and 
fern. The mannequin who is taking the pic- 
ture is about to press the release. The 
wooden camera and tripod are cleverly de- 
signed, and the legs of the tripod are sup- 
ported by a triangle of plywood to keep 
them from spreading. The triangle is also 
used to support the window accessories. The 
photographic theme was carried throughout 
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os Angeles And Spring 


By HERB CROSS 


"Dick'' Whittington, Photographers, Los Angeles 





the store, and was the idea behind all of the 
displays. Each of the four figures was indi- 
vidually spotlighted, with soft lighting on 
the background. 

The urge to wear a soldier suit is cur- 
rently resulting in military styles. The men 
are taking to uniforms, the women are tak- 
ing to sailor collars, gold insignia, red, 
white, and blue color combin itions. A new 
color, “American Tan,” has recently come 
into the local scene as a natural ally with 
neutral beige. The May Company-Wilshire 
window illustrated here, featuring this new 
combination, is by Sidney Gorman. The 
background of the display is a huge chevron 
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made with paper strips. In front of the 
chevron is a majestic eagle on a white ped 
estal. A mannequin is standing pertly on a 
platform, attired in the streamlined version 


of spring, 1941. Incidental paper stars ar 
placed throughout the showing to carry out 
the “national” theme. Accessories are on an 
odd-shaped standard at one side. The win- 
dow is brightly illuminated. 

The heaviest vehicular traffic of any cross- 
roads in the world is the unchallenged claim 
for the intersection of Wilshire boulevard 
and Western avenue in Los Angeles. Des- 
mond’s, downtown, “cornered the market” 
with the men’s wear window pictured here 
A signpost signifying the famous intersec- 
tion stands in the window. The theme of 
all the Desmond's windows was “California 
Preferred.” 

The traditions and hospitality of the ro 
mantic days of 49 were the inspirations for 
a series of windows from a prominent down- 
town store. (Top, page 11.) The back- 
grounds in many of these showings were 
scenes from the gold rush days. The fea 
ture of the two windows pictured here is 
the cut-away partition between them. <A 
three-rail, typical old California ranch fence 
extended through the windows, joining them. 
The fashions in each display were relaxing 
and adventuresome in their separate lights. 
In one window the mannequins were attired 
in 49 outfits for the modern miss; the others 
were wearing sportswear of “Timber” tone, 
a vivacious new bark brown. Both fashions 
came under the general heading ‘Modes of 
Spring.” When shoppers stood away from 
the windows, the combination appeared as 
one. Yet, at close range, by the use of 
clever illumination and prop placing, each 
showing became a single attractive unit. 

“Glen plaids, bonny and brisk as heather 
for active Californians,” was the theme for 
a Broadway-Downtown display. Practicall) 


—Upper right, from Desmond's, Wilshire boule- 
vard store. . . . Center, The May Company- 
Wilshire, Sidney Gorman, display director. . . . 
Left, Desmond's, downtown— 
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—Right, from a well-known Los Angeles store. 
. . Center, The Broadway, Stuart Raymond, 
display director. . . . Below, by Kenneth Helm- 
bold, Nancy's, Hollywood. . . . (All photo- 
graphs by courtesy of ‘'Dick'’ Whittington, 
Photographers, Los Angeles) — 


the entire window was converted into a large 
shadow-box. Across the front of the box 
was stretched a strip of gauze upon which 
was written “The Broadway proudly pipes 
in Plaids.” A cut-out Scottish bagpiper is 
shown at one side walking into the window. 
Three mannequins were used. <A very at- 
tractive straw platter was suspended from 
the top of the shadow-box to hold the ac- 
cessories. Display Manager Stuart Raymond 
had a different color scheme in each window. 

Fashion shows galore appeared recently 
at the prominent stores of Los Angeles and 
Hollywood. As a result of one Hollywood 
revue, Kenneth Helmbold, display manager 
of Nancy's, Hollywood boulevard, designed 





the “Rising Star” window. (Final photo- 
graph.) “Rising Star” fashions as featured 
in Glamour magazine have found a distin- 
guished place in the wardrobes of movieland 
celebrities. Two mannequins are used in 
this window, one standing, the other perched 
in the crotch of a tree. The background is 
painted a delicate powder-blue. Soft illumi 
nation on the grass in the foreground gives 
nice contrast. Imitation California flowers 
were carefully placed. The feature of the 
window are two amusing creatures of Helm- 
bold’s own creation. Probably resembling 
futuristic chickens more than anything else, 
the two birds were constructed of gourds— 
one gourd became a body, another the neck 
and head. The legs were rope, threaded 
with steel. Each animal had on a bow tie, 
and a few feathers were placed here and 


there. The expressions painted on their 
laces were exceedingly well done. One 
“chicken” was leaning over listening to ac 
tivity within a huge egg. The other was 
adnuring, open-mouthed, the treed manne- 
ql The display attracted serious interest 
tr 


e merchandise, and yet gave every shop- 
Per at least one hilarious moment. 


VPisPLaAy Wort sd 





Life's Front Cover 
Shows Mannequin 

An unusual honor was paid Greneket 
Studios, 250 West 54th street, New York 
City, in the March 3 issue of Life magazine 
The entire tront cover was given over to a 
photograph of Helen Johnson, model, with 
her clay double created by Greneker’s sculp 
tor, “Peter.” A caption stated: “Next week 
Helen and the mannequin, dressed in identi 
cal outfits, will be on display in New York's 
Oppenheim Collins — store.” Within = th 
magazine, under the title “Making a Man 
nequin,” ten photographs showed various 
steps in manutacture, from taking face casts 
in plaster to the skillful modeling of the 
pieces into a graceful whole. A final picture 
showed the model and mannequin garbed 
exactly as they were to appear on display 


Bill’ Stensgaard 
In Florida 


W. L. Stensgaard, president of the Chi 
cago and New York City firm of the same 
name, returned to his desk on March 15 
after several weeks spent on vacation in 
Miam1 Beach 








12 DISPLAY WORLD MARCH, 195| MA 


by Louis Gehring ae iat 


day. Your window display might che or per 
Display Designer and Consultant, New York City fully say—''Remember Mother.’ Bo. way 
ground, light blue. ‘Remember Moth 9 
spelled out in tiny flowers surrounded >y me 
ribbon streamers; one pink, dotted white 
and vice versa. Mother's day greeting po 
cards and telegrams may be placed HA 
about the streamers which lead the eye oe 
to the display of appropriate gifts. Floor ined 
a darker blue. Show-card, ‘Gifts for =: 
Mother. Selling copy may be placed Play 
on white paper attached to card. little 
to c 


2. Decoration day (Memorial day|— 
May 30. This display may be made quite 6 
simply and yet have a very striking ef- 








fect. Background—red, white, and blue — 
stripes. Arrange stripes in_ tri-color expl 
groups. Starting with red, run each group anal 
in a diagonal line back toward the wall, ass 
keeping each stripe in full view. Floor an 
battleship gray. A youthful manneauin viel 
displays a costume with a patriotic air. ine 
3. The ‘Fantail’ proudly displays her 7. 
graceful tail in the latest silk prints. The baad 
fish may be made of one of the plastics. desti 
Glass balls represent air bubbles floating larity 
about. Paint the surrounding area a light tes 
transparent color to create a cool watery deem 
effect. Deepen the color toward the floor. Typic 
4. Let the polar bear be a reminder straw 
to keep furs as fresh and moth-proof as i 
the fur on his back. Here is an effective lac 
column display to help you sell fur stor- sively 
age. A glass tube represents a ther ight 
mometer upon which a polar bear, cut » bi 
out of a translucent material about |'4 anes 
inches thick, seemingly strolls down to- wares 
ward cooler temperatures. The copy — 
Fur Storage,’ in cut-out letters, 's = 
placed on a column painted white. A —_ 
blue leather seat surrounds the column. i ” 
This idea may also be used throughout — 
an air-conditioned store to remind « g 
tomers of its comfort and coolness. Drove 
National Cotton week will be cele ten 
brated May 16-24, and comes just when — 
people turn naturally to cotton. Cotton ~ 
merchandise in every department in your —_— 
store is wanted merchandise the tirst 10 
week in June, which is the most logica is be 
and favorable time to promote cottons. conse 
It's a cotton selling season regardless 0! wear 
price promotion. Therefore it is unwise ous 
to make a feature of price reduced « blue 
ton merchandise. Put on a cotton week edo. 
that picks the salient fashion points of Cole 
cotton products and their important the . 
place in the individual or household ward part 
robe. Use the National Cotton week [i the 
poster throughout the store and display J this 





windows and reproduce the poster in 
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Cotton week advertising. Space does not 
permit showing the many and _ various 
ays of displaying cottons, but sketche 
ind 6 suggest two ideas tor your pro 
tion. 


a SU 


Children's dress prints are always 
appealing and can be delightfully played 
up by a dramatization of play activities. 
Here is suggested a tower of blocks to 
spell out cotton prints. Cut-out letters 
on the wall to read—''For Dress and 
Play." Use one or more of your smart 
little mannequins and some dress form: 
to complete the picture. 


6. Simplicity is the keynote of this dis 
olay of cotton yard goods for your Na 
tional Cotton week window. It is self 
explanatory and so simple it can be 
easily duplicated. A bamboo pole is 
strung with rings through which attrac 
tive cotton prints are draped. A copy 
card and the National Cotton week pos 
ter may be shown. 


7. The official opening of the straw 
hat season is May 15. Straw hats are 
destined to reach new heights of popu 
larity this season. We expect the demand 
to be chiefly for practical, stylish, colorful 
straws in which one will look well-dressed. 
Typical of the new styles are the sport 
straws that look like felts, porous weaves 
crown ventilations, and crushable straws. 
This sketch may be carried out inexpen 
sively and yet effectively. Background, 
light blue with a brilliant sun. Silhouette 
of buildings may be cut out of wall board 
and sprayed gray, deepening the tone to 
ward the ground. A sloping platform of 
grass green supports egg-shaped head 
forms made of papier mache and painted 
suntan. A colorful awning, made either 
of wall board or canvas, will create a 
summery atmosphere. 


8, 9. These two display units, when 
properly adapted to the individual re 
quirements of the store, can provide 
major impetus to the summer promotiona! 
campaign. The displays shown may be 
lized for either window or interior. 


10. It is generally agreed the public 
becoming more leisure-minded and 
-onsequently more interested in sports 
wear. Why not prepare for more vigor 
Js action in this department by using 
€ or green photo-murals on top of your 
Ges to depict various sport activities? 
lorful posters may be substituted for 
bhoto-murals. Keep the entire de- 
rtment simple and in conformance with 
€ special emphasis that is placed on 
aracteristic for summer displays. 
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“Someone saw a robin the other day” 
“Smiles for no reason are appearing on the 
‘A blade of grass was seen 
.°A barrel organ was heard 
These legendary 


best faces” 
on the Plaza” 
playing on Third avenue.” 
observations heralding the advent of spring 
in New York were used by Display Director 
Robert Reilly in a series of Bergdorf Good- 
man windows which featured “the Spring 
Wardrobe.” And these observations depict 
the tempo of the avenue displays these days 
which seem to be truly created for enjoy- 
ment—yet coupled with a rational approach 
to presenting merchandise. 

To return to the Bergdort Goodman 
“Spring Wardrobe” 
Reilly used a charming arrangement of fresh 


windows (page 15), 
flowers, potted plants and an acacia tree 
combined with antique trunks and hat boxes 
covered in scenic papers. The mannequin, 
wearing a soft suit ensemble, was posed on 
the top of a three-step plateau which had 
been stained in a knotty pine finish. A little 
doll trunk in the foreground served as dis- 
play unit for showing costume jewelry and 
a flower trimmed hat the larger trunk 
was filled not only with lacy white blouses, 
patent leather shoes, and handbags but there 
was room also for the potted plants. “Spring 
Wardrobe” 


of the trunk. The antique hat box formed 


was captioned across the front 


the container for the fresh flowers and the 
spring message was pinned against the lid 
of the box 

At Franklin Simon's, 
(by Display Director James Gosling) within 


spring was created 


reach of the enchanted passers-by, for a dog- 





DISPLAY WORLD 





anhattan Windows 
Greet New Season 


By VIRGINIA ROEHL 
Virginia Roehl Studios, New York City 





wood tree apparently grew right through the 
glass with the spreading branches full of 
blooms attached to the outside of the win- 
dow. Looking up ene could see blue birds 
poised in the branches, as if ready to sing. 


The realism of the setting was even further 


accentuated by the long, jagged cracks in the 
glass which were simulated by narrow bands 
of silver foil. 







(green moss covered the tree trunk an r 
center area of the floor, where lavender ind 
vellow crocus grew. White pebbles 


rounded the garden unit and the circular 


backwalls were painted April green. “Spring 


in Manhattan—means Suits with that Shirt- 


waist look” read the fashion text for the 


two mannequins. Five windows were simi- 


larly handled. 






































a black and white 
was carried out in 


The perennial favorite 
window for smart effect 
an interesting manner by Olene Criste, in 
charge of displays at Russeks, for the pro 
motion of “City Suits—Slim as Lamp Posts.” 

\ view of the city skyline (first photo 
graph) was painted in black on a_ whut 
background for the mannequins wearing slim 
black suits and posed between three black 
finished lamp posts. Each lamp post held a 
white flower pot of all white fresh azaleas 

the street sign “Russeks” “Fifth 
\venue” is shown on one post. 

Three windows from the Men's. shop at 
De Pinna’s were given much the same theme 
and treatment by Display Director Hazelitt 
Glazebrook —this series featuring custom 


clothing of imported English shetlands 
(First photograph, page 15.) 

A. fibre column centers the backwall, the 
column covered in the brown shetland suit 


ing also used for the display suit. Madras 





—Above, by Olene Criste, Russeks. . Left. 
by James Gosling, Franklin Simon. . . . (All 
photographs by courtesy of Virginia Roehl 
Studios, New York City)— 

















in | 
disp 
and 
rega 
Gol 
who 
disp 
that 
cour 

Be 


ire r 


Sta 
ful 





sehl 





MARCH, 1941 


—Upper center, by Hazlett Glazebrook, De 

Pinna's . . . Right top and center, by Fred 

Henderson, Best & Co... . Below, by Robert 
Reilly, Bergdorf Goodman— 


shirting, the same color and pattern as the 
shirt displayed on the form, was tied back 
with large patterned foulard ties in brown 
and white... 
used with the display of merchandise. The 
column and drapery were handled stiffly to 
eliminate the feminine aspect usually implied 
by the “draped column.” 

Children’s wear was delightfully presented 
by Display Director Fred Henderson in the 
full Fifth avenue stretch of windows at 
Best's. Three windows of small boys’ ap- 
parel—presented under the headline “Men 
at Work’’—were balanced by three windows 
for little girls presented under the theme of 
“Ladies at Play.” 


the same pattern in ties also 


Properly, the little boys were shown busy 
at work out of doors ... step ladder and 
wheelbarrows were painted a deep rose 
color, the simulated white tree using green 
The grass plot is partially enclosed 
with miniature wire fence and bordered with 


leaves. 
white gravel the children were house- 
building in a second window and an impres- 
sive “Danger” sign was used in the third 
display where the setting aptly suggested 
digging in the street. 

The “Ladies at Play” were just as prop- 
erly having a grand time in their series of 
three windows. Carried out in black and 
pink, the magic lantern threw on the screen 
a picture inscribed “Ladies At Play” 
and one little child was obviously playing 
the game of “Lady Come To See” as she 
was wearing her mother’s new spring hat, 
carrying a large patent leather handbag, and 
even had adult eyeglasses tilted on her little 
nose, 

In the adjoining 
were playing croquet with pastel colored 
mallets done up in organdie ruffling and rib 
bons; yellow and white ribbons were tied 


window, the children 


on the wicket and the large balls were done 
in pastel colors. <A little tea party with 
table all set, even to a lovely birthday cake, 
occupied the “ladies” in the third display. 


E. N. Goldsman Dies; 
Dean Of English Display 


From London comes word of the death late 
in December of Edwin N. Goldsman, former 
display director for Selfridge’s, of that city, 
and well-known in America as well. Rightly 
regarded as the dean of British display, 
Goldsman will be remembered as the man 
who first introduced the American type ot 
display to England many years ago—a stvle 
that has since been followed throughout that 
country. 

Born in London, Goldsman first operated a 
free-lance card-writing service, abandoning 
this to hunt for diamonds in South Africa. 
This venture failing, he returned to England 
Atter a short time he came 
to the United States and after various posi 


as stowaway. 


tions he became display manager for Sanger 
Brothers, Dallas. When gold was discovered 
In the Klondike he gave up his job and went 
to t North, being one of the first men to 
enter Dawson City and the first man to in- 
sta!' a display there. He was not success- 
tul in his search for gold, but did find 
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thrills, including a narrow escape when he 
broke through the ice and was saved from 
drowning when his dog team pulled him out 

After his return to the United States, 
Goldsman reentered display with such su 
cess that he was the second president of the 
International Association of Display Men 
He later became a teacher of display with 
the International Correspondence Schools, 
leaving this to become display director for 
Secliridge’s at the time this store was first 
opened. Ilis methods of display came in for 
both criticism and praise in London, but as 
time went on store aiter store adopted his 
display principles. He especially admired 
the work of Arthur Fraser, display director 
for Marshall Field & Co., Chicago. 

In 1919 he was elected to the first presi 
deney of the British Association of Display 
In 1929 he opened the Goldsman’s School ot 
Window Display in London. 
ill health for some years prior to his death 


Hle had been in 


Crochet Display Contest 
Results Announced 

The National Needlecraft 
Fifth avenue, New York City, has an 


Bureau, 385 
nounced the following as the results of the 
national window display contest in behalf 
of crocheting materials which the organiza 
tion sponsored in 1940; the release did not 
cover department stores in cities of ovet 
50,000 : 


Department stores, cities under 50,000 


Straus Company, Red Bank, N. J., $100; 
Grondahl Brothers, Inc., Red Wing, Minn., 
$50. 

Chain stores, $100 to Edward L. Becker, 


Ben Franklin Store, Newark; $75 to Lee R 
Coldwell, Monumental 5¢ and 10¢ Store, Bal 
timore; $50, H. S. Gillner, also of Monu 
mental, Baltimore; $25 to each of the fol 
lowing, Schultz Brothers Company, Woukon, 
lowa; O. H. Tibbitts, J. C. Penney Com 
pany, Pocatello, Idaho; Ida May Gately, Ben 
Franklin Store, Jefferson, Lowa. 


Change Of Location 
For Lighting Firm 

The Display Stage Lighting Company is 
now located in enlarged quarters at 254 
West 47th street. New York City. 
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A couple of months ago, DISPI 
WORLD published a short article deal: 
with a “small town” displayman who 
doing an outstanding job in spite of 
usual handicaps found in such instance 
lack of materials to work with, small « 
play budget, and so on. The respons 
the article was so large, and the requ 
for more of the same type so numerous, t] 
another is presented herewith. 

The man who created these three displ: 
is M. J. Wood, in charge of display at P 
cell's, Jacksonville, Fla. While Jacksonvi 
is by no means a small city—it has a poy 
lation of 173,000—Purcell’s is a_relativ: 
small store from a display standpoint wl 
compared with establishments employ 
hundreds ot people and with display « 
partments numbering fifteen or more in 
viduals. The shop is an independent, ha 
ing no connection with the chain of. stor 
under the same name in the Southeast. 

In Wood's own words: “Purcell’s puts 
emphasis on merchandising, rather than 
beautifying the windows, but tries to do 
so in a modern, smart, attractive way. \l 
ot these windows produced results, and that 
is what the management uses as a standard 
ot judgment. 


“The first window was devoted to resort 
wear. The trame is in pink, with a_ blu 
edge. The large map of Florida is in light 
blue with a dark blue outline. The ‘Florida 


Year’ theme implys that all signs point to a 
banner Florida resort season. Real cocoa- 
nuts and white roping, together with two 
native tropical plants in bright green and 
bright vellow, add a definite local touch. 
The platforms are finished in the same blue 
as the map, and the merchandise is in beige, 
red, blue, and orange combinations. Spot 
lights only were used on the merchandis« 

“Next is a display of accessories in four 
spring colors—‘Sunny’ yellow, ‘Heaven’ 
blue, ‘Spring’ red, and ‘Lime Peel’ green 
The background was a flat black, with tl 
fixtures painted to match. The mannequin, 
in a sports outfit combining the four colors 
balanced a display of a complete unit ot 
bag, gloves, belt, necklace, bracelet, an 
handkerchief, of all four colors. A= dis 
painted to the exact shade of each color 
was used to give height to the display, as 
well as to give added emphasis to the tea 
tured shades. The black background showed 


d 


} 
i¢ 


the colors up very well and the display so 
the entire stock of accessories. 

“The final display featured ‘Northmont 
stockings, and made a tie-up with their ad 


in Life magazine. The background unit was 
provided by the manufacturer. The larg 
card, ‘Petty’ legs, and small cards cot 
pleted the display. The color scheme was 


in wine and gold 

Wood, still in his early twenties, received 
his training under Don Springer, display 
manager for Levy’s, Jacksonville. 


—M. J. Wood, another displayman who must 
do much with relatively little, created thes: 
three windows for Purcell's, Jacksonville. Com- 
plete descriptions are given in the article— 
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DURABLE 


MANNEQUINS 


“Buy for style with permanence” 
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ia — mannequins have succeeded in capturing 
charm and grace —in addition to their entirely natural appearances 
. and that goes for the men, women, children and even baby! Only 
Rubberlite mannequins have that soft velvety appearance of natural 
id skin made possible by the inherent softness of Rubberlite compound. 
was Durable Mannequins, cast in genuine Rubberlite, are trouble- 
. proof—they won't warp, crack or shrink, and temperature extremes 
mean nothing to these long-lived mannequins! 
Write for photographs and full details, or ask to have one of 
Our representatives call. 


DURABLE DISPLAYS, INC. (Qsscauire 


ae . 


CHICAGO: 2010-2018 S. Halsted St. NEW YORK: 4 W. 37th St. Uns preand® 
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—Figure control is a subject of never-ending interest for most feminine 
shoppers, and these displays did their share to increase sales on this 
profitable merchandise. Left column, top, by H. L. Kauffman, C. H. 
Yeager Company, Akron... . Center, by V. M. Curto, J. C. Penney Com- 
pany, Lansing. . . . Below, by Stewart Kintner, Fowler, Dick & Walker, 
Wilkes-Barre; the entire background was covered with unbleached muslin 
with a curtain effect painted on it in wine tones, with a deeper shade of 


MARCH, 


1941 


On Figure 
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to 
eo Sate 
The silhouette was cut from black paper. 
. . . Left column, top, a combination hosiery and foundation window by 


wine in the center for the bow. 


V. M. Curto. . . . Center, first prize winner in the "Nemo" contest spon- 

sored by Kops Brothers, New York City; the display is by Russell Moore, 

Zollinger Harned Company, Allentown, Pa. . . . Below, by Richard A: 

Staines, Vandever Dry Goods Company, Tulsa. The branches of the tree 
are in filmy light green gauze— 
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EYE-STOPPER AND SALES STARTER—Fluorescent Fibestos forms the shelf 

and curved upright of this display. This Monsanto Plastic has the unique quality of 
absorbing ultraviolet rays from surrounding daylight or artificial light, so that its / 
edges glow brilliantly with a neon-like quality...automatically attracting attention ‘ 
to this display on crowded drug store counters. Top Award for Counter Displays, i pa ‘ the 
Manufacturer, Abbott Laboratories; Designer, Edward Blechta, Magill Weinsheimer 





Company; Fabricators, Colonial Kolonite Company; Processors, Magill Weinsheimer. 
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OPENED A NEW MARKET— Long familiar around the office water 
cooler but hitherto strangers to the home, Drinkee sanitary paper cups 
now hang in many a bathroom and kitchen where their containers of 
clear, rigid Vuepak are quickly transformed into handy, low-cost dispensers! 
Top Award for Rigid Transparent Containers; Manufacturer, Connecticut } 
Paper Products Company; Designers, E. L. Hurlbut, Knowlton Shaw, Jr., 1 
and Lawrence H. M. Vineburgh; Fabricators, the Shaw Box Company. 
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PACKAGE HELPS EXPLAIN HIGHER PRICE— 


GIVES SILENT SALES TALK—A¢r first glance this 


aper. HOLIDAY SALES FOR OFFICE ITEM— Staplers 

w by ire traditionally an office supply item, but this Christ- pan appears to be suspended in mid-air. Actually, it is These new vitamin A capsules are much more potent 
spon- 1as many a Bostitch stapler was sold as a gift—with- supported in a slot in a sheet of clear, rigid Vuepak. thus more expensive—than others already on the 
oore, ut a word from holiday-rushed clerks. These indi- Curiosity, aroused by the “‘stopper’’ idea in this dis- market. But thanks largely to this rich package with a 
fd A. vidual show-cases of Vuepak let the product sell play, is converted into buying interest by the obvious base of molded Resinox, sales doubled advance esti- 
, tree itself! Honorable Mention for Rigid Transparent Con- and visible selling points of Mirro Sauce Pans. Top mates. Top Award for Plastic Containers. Manufacturer, 


ainers. Manufacturer, Bostitch, Incorporated. Designer 
ind Fabricator, the Wallace Paper Box Company 


Award, Counter Displays. Manufacturer, Aluminum 
Goods Mfg. Co.; Designers, Fabricators, W. P. York, Inc 


Norwich Pharmacal Company; Designer, Frederic S. 
Grover; Molders, the American Insulator Company. 
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Fiements Of Display 


SPECIAL DISPLAYS FOR SPECIAL 
EVENTS THROUGHOUT THE YEAR. 
Let’s start with Christmas eve, which is gen- 
erally an all night job for the displayman. 
In our store, for example, all Christmas dis- 
plays have to be removed so that when the 
store opens for business on December 26 no 
Christmas atmosphere is seen in any of the 
windows. The merchandise to be displayed 
during the week between Christmas and New 
Year's day is generally southern wear or 
Florida merchandise, evening wear for New 
Year parties, palm trees, and orange trees. 
The outline of the state of Florida and many 
other suggestions pertaining to Florida can 
be used for backgrounds. For the New 
Year displays, a large bottle and cham- 
pagne glass, Father Time, the New Year 
infant, and similar themes may be used. 

Next, we have the “January White Sales,” 
usually represented by the swan. Following 
this we take a series of eleven windows and 
devote them to the showing of silks at a 
special price. This we call the “Annual 
January Sale of Silks.” 

Our next big event in January is the “semi- 
annual” or “February Furniture Sale.” All 
the windows again are devoted to this event 
for practically an entire week. 

In February comes the store’s largest one- 
day event of the year. All the windows are 
heavily trimmed for this promotion. Also 
in early February the Valentine theme is 
used largely. Every effort is made to try to 
make it a very important gift-giving time 
of the year. This idea is growing annually. 
I might add here that during leap year the 
extra day is taken advantage of by staging 
a large one-day event which usually calls 
for a battery of sales windows. In February, 
or early in March comes “National Silk 
Week.” This usually calls for multiple dis- 
plays. 

March ushers in spring styles and we 
usually devote a battery of windows to a 
spring opening with very “springy” displays. 
Also the next largest business period of the 
year for the merchant usually comes in 
March; this is Easter, the first Sunday after 
the full moon that falls on or next after the 
twenty-first of March. If the full moon hap- 
pens on Sunday, Easter is celebrated one 
week later. “Home Sewing Week” is fea- 
tured in March, and there is also the annual 
March “Sale of Housewares” just before 
April moving days. The “March Linen 
Sales” and St. Patrick's day also call for 
some special events. Green colored wares 
lend themselves well to the latter. 

In our store we customarily have one full 
week before our anniversary sale, which is a 
tremendous store-wide promotion in which 
every department participates in a series of 
institutional displays of a state-wide nature. 
Then comes the anniversary sale itself, which 
calls for signs and decorations throughout 
the store, special background signs for the 
show windows, and every display window 
trimmed with merchandise especially pur- 
chased for this sale. 


By JOSEPH APOLINSKY 


Loveman, Joseph & Loeb, Birmingham 


In May we feature advance displays of 
summer furniture and special bathing suits. 
Then, too, there is Mother's day, another 
very important gift-giving event, and one 
the merchants are endeavoring to increase 
in importance each year. Men's summer 
clothing is featured in a big way, together 
with straw hats and play clothes of all na- 
tures for men, women, and children. “Na- 
tional Baby Week” and “Fur Storage Week” 
are other things to remember for May. The 
latter is ordinarily covered by unusual moth 
windows or some attractive plaques scat- 
tered throughout the displays. “Cotton 
Shops” are another feature of this month 
and special displays, interior as well as 
exterior, are exhibited. Last, but by all 
means not least, comes “National Cotton 
Week,” in which all the windows are used 
and special signs are made up for every- 
where in the store. 

In June the display of bridal gifts, trous- 
seau needs, and apparel for the bride and 
her attendants are featured. Vacation 
needs, picnic and outing needs, apparel and 
luggage come in for a heavy play during 
this month. Father's day is a big item for 
the men’s wear departments, this usually 
falling on the third Sunday of the month. 
June is the beginning of summer, so all hot 
weather apparel gets a chance via display. 
It is a good idea also to feature bathroom 
and toilet requisites in June. Wedding anni- 
versaries also provide an opportunity for 
extra business, and you might remember 
that the following are the traditional gifts 
for anniversaries: first, paper; second, ging- 
ham or calico; third, muslin; fourth, silk; 
fifth, wool; sixth, iron; seventh, copper; 
eighth, bronze; ninth, pottery; tenth, tin; 
fifteenth, crystal; twentieth, china; twenty- 
fifth, silver; thirtieth, gold;  thirty-fifth, 
coral; fortieth, ruby; forty-fifth, sapphire; 
fiftieth, gold; fifty-fifth, emerald; sixtieth, 
seventieth, and seventy-fifth, diamond. 

For July we continue all summer promo- 
tions. Luggage comes in for a big play, as 
do hot weather aids such as electric fans, 
water sets, and similar items. Beginning 
about the middle of July the “Annual August 
Sale of Furs” begins as well as “August 
Sale of Blankets” and “August Sale of Fur- 
Trimmed Cloth Coats.” Then we wind up 
the month with the “Semi-Annual Sale of 
Furniture, Rugs, Draperies, and House- 
wares.” 

sy the time August comes around most of 
the “August” events are spent because they 
started in July. However, we continue to 
feature these to a certain extent. “Back to 
College” and similar promotions are the big 
promotions of the month. There are also 
piece goods sales, and the early fall arrivals 
in millinery, shoes, and apparel are shown, 
of course—not in a big way, but just for 
the sake of a start into the new season. By 
this time summer merchandise looks pretty 
monotonous and the new arrivals are more 
tempting by contrast. 

September marks the beginning of a new 


season and requires a complete change i; 
display atmosphere. Quite a number 
stores present fall showings, consisting of 
an entire battery of windows devoted to ta] 
apparel and accessories, along with schvol 
apparel. The “September Housekeeper’s 
Sale” is a presentation of needs for October 
moving days. 

October is customarily one of the best 
months of the year for the retailer, for it 
means the end of warm weather and the he- 
ginning of cooler days; this, in turn, calls 
for heavier apparel, which is naturally more 
expensive. In this month we hold a store- 
wide sale, of several days duration, on this 
kind of merchandise. Hallowe’en displays 
are also called for in October, and some 
stores conduct harvest sales. 

November is a quiet month as it is just 
before the Christmas rush begins. However, 
“National Silver Week” and “National Chil- 
dren's Week” are scheduled for November, 
and there are also the Thanksgiving promo- 
tions of silver, glassware, china, and linens. 

And now for the last month, the largest 
in the year in dollars and cents volume for 
the merchant. Preparations are made earl) 
for Christmas business. The store from 
basement to top floor is completely and elab- 
orately decorated. The toy department is 
enlarged and special animated toy windows 
are featured. The windows reflect the spirit 
of the season. Special cards are used 
throughout the store, and the cash registers 
begin to ring in a big way. Several days 
before Christmas eve a series of institu- 
tional displays are presented, offering sea- 
sonal greetings—and completing a_ busy 
twelve months for the display department. 

(Editor’s note: this is the sixth and last 
of a series by Joseph Apolinsky on “Ele- 
ments of Display.”) 


Larry Doyle Studios 


Enlarges Quarters 

Larry Doyle Studios has taken larger 
quarters at 324 East 7th street, Roswell, 
N. M. The move was made necessary )) 
consistently increasing business, according 
to the owner, who also comments on_ the 
difficulties encountered in starting a display 
studio in a relatively unpopulous part. of 
the country some years ago. Formerly an 
Easterner, Doyle located in Roswell as dis- 
play and advertising manager for Price & 
Co., later forming his own business which 
now services an area of about 350 square 
miles, with towns located as much as 50 
miles apart. 


Pugh Now With 


Louisiana Firm 

R. K. Pugh, for the past two years (is- 
play and advertising manager for Lonine’s. 
St. Louis, has accepted a similar position 
with Abdallas, Inc., Opelousas, La. He suc- 
ceeds Grady Merriman, who has joined The 
Palace, Monroe, La. Pugh started in the 
display field some years ago under Merri- 
man’s supervision in Greensboro, N. C. 
























‘| MARCH, 1941 DISPLAY WORLD 21 


Di Giparie! 


S F000 AVT-CURVE FOR DYNAMIC DISPLAYS 
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60 Smart Display Ideas. Yours for the asking! 


Gentlemen: Send me the SHERMAN DISPLAY GUIDE contain- 
ing the LAST WORD IN DISPLAY IDEAS, also full details on 
GIANT-CURVE. 


Name____ 





Company 






You can easily picture dozens of uses for 8-FOOT GIANT- 
CURVE. Act quickly ... be the first in your city to use this 
listinguished display board . . . make your displays style leaders! 


Address __ 





ete eeeeeeeeseesessesaasusesssase 

| 

| 

| 

| 

| 

| 

| 
SCCeeeeeeeeeeeeeseeeeesaeeeses 





22 DISPLAY WORLD MARCH, 194 


Seasonal Atmosphere Counts 
in Footwear Windows 


























—Changing seasons in footwear demand special atmospheric treatments manager... . Lower left, by Donald D. Kester, Rothschild's, Kansas City 
just as other merchandise has similar requirements. In the group of dis- Mo.... Upper right, a first prize winner in the annual "Red Cross" shoe 
plays pictured here, six displaymen illustrate their technique in this display contest—by Carl W. Ahlroth, The May Company, Los Angeles 
respect. . . . Upper left, an ordinary wire fence serves as a simple prop... Right center, ‘Flower Colors" in shoes—by A. J. Roeder, The Wm. H. 
in a window by Del Heizer, Mabley & Carew, Cincinnati. . . . Left center, Block Company, Indianapolis. . .. Lower right, by E. Fay Brown, Hartley's 
a South American setting for ‘Fiesta del Sol" footwear, promoted by Fairmont, W. Va. The flower cutouts were done in bright colors; the 
J. L. Hudson Company, Detroit, for which Charles F. Wendel is display wall is a framework covered with brick veneer— 
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EYE-CATCHING 


| PLEMGLAS 


| DISPLAYS 


BY JAS. B. WILLIAMS 





— 
From Fifth Avenue to Wilshire 
Boulevard display men are acclaim- 
ing the new curved transparent 
PLEXIGLAS displays. They do more 
than display merchandise. By their 
richness and beauty, they sell it too 
-and increase the value of products 
in the buyer’s mind. 
See for yourself the stunning 
PLEXIGLAS displays now available. 
Leading dealers have displays fash- 
ioned from this strong, crystal-clear 
plastic for every display purpose. 
Cyrille Steiner created these 
PLEXIGLAS displays exclusively for 
Jas. B. Williams. 


LOOK FOR THIS BRAND 
NEW TAG THAT IDENTI- 
FIES GENUINE PLEXI- 
GLAS DISPLAYS. 








THE CRYSTAL-CLEAR PLASTIC FOR QUALITY DISPLAYS 


ROHM & HAAS COMPANY 


WASHINGTON SQUARE, I HILADELI Hi _ “Ee 
4 I 1 


hes. . Enzymes. . Crystal-Clear Acrylic Plastics . . Synthetic insecticides . Fungicides . . and other industrial 
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With all the current interest in destroye 
it is no wonder that St. Louis shoppe 
found this display by Sid J. Durham, Ely 
Walker, an engrossing one, especially wh: 
it combined motion with visual appe; 
Every detail of this striking unit was ori 
inated, built, and installed by Durham. Fi: 
used as a window display and then locat 
on the interior at the end of a main aisle, t 
is pictured here in a window 
actual length of the ship 
Different colors ai 
used to giy 
sides. 


destroyer 
feet long; the 
13 feet and 6 inches. 
patterns of piece goods were 
an effect of camouflage to the 
play on the word “sea” is followed in tl 
lettering which reads: “ ‘Quadrig 
sea-worthy I 


cut-out 
—the nation’s best 
Ely & Walker.” 
The destroyer is motor powered from tl 
rear. It is balanced in the center on 
2-by-2-inch beam. A _ rocker arm in tl 
front, which is the sole support incidental! 
causes the ship to roll and pitch. Th 
“water” is aqua-colored material, puffed ove 
the floor as guns are larg 
shears, installed on made oi 
proportionately large spools. Happy-go 
lucky sailors clamber about the ship in tl 
rigging, which is made of tape-measures 


fabric—b 


shown. The 
gun-mounts 


The smoke from the stacks and the cloud 
at the upper left are also made of puffed 
material of an appropriate color. Th 


stacks themselves are of cardboard covered 
with fabric. The halyards were strung with 
fabric cut in squares and triangles to repré 
sent signaling flags. 

The second display comes from the largest 
store in the world—R. H. Macy & Co., New 
York City—where Irving Eldredge directs 
display. This interior unit is located imme 
diately adjacent to Macy’s “Uniform Shop” 
and its function is explained by the cut-out 
letters seen prominently on the center col 
“Macy's Post Exchange for men in 
The items displayed range all the 
cameras, differ 
shaving equipment, and mui 


umn: 
service.” 

way from 
ent branches, 
flers down to fingerless shooting-gloves. Thx 
mounted on a 
beams 
(Cen 


insignia for the 


gilded, bas-relief eagle is 
wooden shield and is directly in the 
of two “Streamlined Reflect-o-lites” 
tury) mounted at opposite corners. 
Last is a dramatic institutional 

done by J. Roy Stewart, 
Los Angeles. This 
clever tie-up with National Retail 
stration Week, 
Retail Dry 
same time 
to the community in 


display 
Barker Brothers, 
makes a ver) 
Demon 
National 
Association, and at the 
relatior 


window 


sponsored by the 
Goods 
dramatized the 
dignified 


store s 


fashion but 


in a way that left an unmistakable impres 
sion on those who saw the window. Th: 
display was awarded the trophy offered b 
the International Association of JDispla 


Men for the best setting making a _ tie-up 
with Retail Demonstration Week. Sufficient 
detail is shown to make a description u 


necessary. 


—Sid J. Durham, Ely & Walker, St. Louis, did 
the animated "destroyer." . Macy's is play- 
ing up the gift idea for those in service by 
means of interior displays. . Roy Stewart, 
Barker Brothers, won a National Retail Demon- 
stration week award with the display at left— 
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ZEPPEN-FIELD presents 


new models that enhance the artistry 


of the famous HOLLYWOOD 


‘WM 


Never in our ten years of service to the dis- 
criminating buyer of mannequins have we 
been quite so thrilled as at the new glamorous 
.. exciting ... and utterly different versions 
of the Hollywood Mannequin. And with rea- 
son, for these Zeppen-Field creations have 
the lovely perfection of custom-built figures 
. with the styling and execution for which 
Zeppen-Field has been known for a decade. 
Each figure is superbly designed to display 


apparel at its very best. 


All figures are obtainable in either flexible or 
rigid construction. Other features include re 
movable and interchangeable Real Hair and 
Horsehair Wigs .. . either ventilated or non- 
ventilated . . . and new interchangeable arms 
which make possible a vast variety of ar 


rangements. 


Hollywood Mannequins include Ladies, Men 
unior Misses, Prep Boys, Children . . . and 
make a note now to ask about the marvelous 
new Zeppen-Field line of plastic display fur- 
niture that complements and heightens the 


jramatic effectiveness of these truly out 


standing mannequins. 


Write or Wire For 
Further Information or Photos 


CHICAGO SHOWROOM 
Midwestern States 


Representative 
JACK CAMERON 


209 So. State St. 
Chicago, Illinois 








Mannequins 


Production Studios & Showroom 


W. M. ZEPPEN-FIELD STUDIOS 


Creators and Designers of 


HOLLYWOOD MANNEQUINS 


1057 NORTH LA BREA AVE. 
HOLLYWOOD, CALIFORNIA 
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1941 convention sales for the International 
Association of Display Men meeting in Chi- 
cago are off with a bang as compared to 
last vear’s sales for Detroit, at which time 
space sold at the rate of $1,000 per week tor 
the first four weeks. This year floor plans 
were released so that they 
husiness address of each exhibitor on Mon- 
To me, that Monday will 
alwavs be a memorable one; by telephone 
and telegraph, we sold $3,700 worth of ex- 
hibit am writing 
this at the end of eight days and sales have 


arrived at the 


day, February 17. 


space in the one day. I 


slowed down some, but still average $1,000 
per day, as the total is now $8,000. Remem- 
with the strictest 
economy as we have practiced it for the last 
vear, the I. A. D. M. operating expenses, 
including the cost of the 
$9500. I know now that this convention wall 
don't 
it ten days ago, as up 


ber, however, that even 


convention, are 


be financially successful, but forget 
that I did not know 
to that time not a single exhibit space had 
been reserved. 

In setting prices and laying plans, it was 
obvious to me that the I. A. D. M. might 
lose money on this year’s convention as com- 
pared to the profits of last year, even though 
the convention in Chicago June 23-20 will 
probably be the largest and best attended 
that the display industry has ever known. It 
was my aim in estimating and making rates 
for exhibit space to endeavor to reduce, if 
possible, the cost of space to the exhibitor. 
While booth spaces themselves were figured 
on the same basis as last year’s convention 
in Detroit, these prices were lowered quite 
a bit from the prices of the 1939 convention. 
Phe display rooms on the mezzanine floor 
this year offer about 25 per cent more for 
the same price than similar spaces last year. 

It was necessary to reduce the price on 
sample rooms on the first and second floors 
about 20 per cent below that of a recent con- 
vention held at the Hotel Sherman in 1940 
by a similar type of organization in order 
to bring them down where we could feel 
that the I. A. D. M. was really trying to 
help the manufacturer and distributor. Also 
the sample rooms on the upper floor are 
priced lower than before. 

Would the manufacturer 
gamble we took to give him more 
for his money? Would exhibitors try to 
save this difference in cost or would they be 


appreciate the 


space 


smart and employ the same amount that they 
had intended and acquire a greater space 
with it so they could put on a better show? 
This remained to be seen. An attempt to 
reduce expenses to the average exhibitor 
‘that we depend on could have been disas- 


trous to the I. A. D. M. because our lower 


By JOHN L. KING as 





Managing Director 


rate of mark-up for the 1941 convention 
depended on an increased volume to make 
up the difference. 

\dvice from distributors that 
they intended to show bigger than ever be- 
fore encouraged our reducing these rates. 


numerous 


The only exhibitors whose support was 
to be doubted were some who are located in 
Chicago. There are some who may reduce 
the size of their exhibits, or even eliminate 
their exhibits with an effort to economize by 
taking visitors away from the convention to 
their Chicago showrooms. Upon this group 
rests a decision that might reverse the wis- 
dom of such economy. There is a general 
feeling among the majority of manufactur- 
ers that they would like to see the I. A. 
D. M. convention held first in Chicago and 
then in New York, alternating every other 
Frankly, the administration 
would favor this policy because it aids the 


vear. present 
manufacturers located in either Chicago or 
New York, who are the majority of exhib- 
making it for them to 
ship their show out of town only once every 
two years. As these two cities are the larg- 
est markets for display equipment and also 
have the largest number of outstanding re- 
tail establishments for a display manager to 
visit, employers as a rule would prefer to 
send their display managers to either Chi- 
New York. much de- 
pends on the support of exhibitors, 


itors, by necessary 


cago or However, 
local 
because if any amount of business is to be 
lost as a result of our having chosen their 
home city in which to convene, then it would 
be far better that we go to some other city 
so that we could hold the greatest number 
ot our exhibitors. 

Another drawback to this alternating sys- 
tem is that at present, New York does not 
have an affiliated club, which incidentally 
requires the quota of ten paid-up I. A. D. M. 
members, or of ten members who are willing 
to lend their efforts and support to the 
offices of various chairmanships which are 
essential to a good convention. 

So, the 1942 convention is not in the bag 
for any particular metropolis, and we shall 
continue to feel our way and make no rash 
promises. 


I do not like to differ publicly with one 
of our exhibitors and a large exhibitor at 
that, but perhaps the following will clear up 
a misunderstanding. Inasmuch as I have 
been advised through other sources of the 
comment of one of our exhibitors regarding 
his feeling that he was mistreated when 
applying for exhibit space, I feel that it is 
only fair to be frank about the whole matter 


and publish both his letter to me and sy 
reply to him. 

“Please advise by return mail if you can 
let us know the cost of rental of the Crystal 
room on the first floor of the I. A. D. M. 
44th convention at the Hotel Sherman, Chi- 
cago. Let us have this information by re- 
turn mail. 

“Our representative was over to the Hotel 
Sherman, Monday, February 17, with Mr. 
——— and made a selection of the space, 
and Mr. ———— of said firm wired you, 
and upon receipt of reply, the space had 
already been rented ... to another firm. 

“May we inquire if any prearranged space 
rental was made prior to the issuance of the 
regular floor plans, and ‘Invitation to Ex- 
hibitors?’ We would like to have an ex- 
planation of this procedure. 

“In the meantime, please advise us _re- 
garding the Crystal room.” 

My reply follows: 

“As my wire explained, it is impossible for 
us to get the Crystal room at the Sherman 
hotel for the convention. The hotel has 
explained to me that the Crystal room, the 
Louis XVI room and the 
already contracted for. The same applied 
to other rooms on the floor that 
were not mentioned on our price list. 

“Prior to February 17 I had one order for 
space without the exhibitor’s knowing what 
price that space would be, and the price was 
left open, subject to whatever amount was 
shown on our floor plan. 

“The only explanation that I know of for 
there being such a sudden rush on Monday 
the 17th is that we had expected to issue 
these invitations to exhibitors two weeks be- 
fore that date, but had been held up by the 
hotel as they were doing the printing of the 
circulars. Therefore, a number of our ex- 
hibitors had been anxiously waiting for two 
weeks, some of them trying to be in the 
home office at the time that our circular 
arrived. 

“Also, it will probably be the biggest con- 
vention that the I. A. D. M. has ever held, 
due, of course, to the National Defense Pro- 
gram and the effect that it has in stimulat- 
ing business. As an example, last year in 
the first week our sales amounted to $1,000; 
whereas this year in the first week of sales, 
the total amount was $7,000. Most of these 
orders were placed either over the telephone 
or by telegram. Mr. will probably 
tell you that our wire to him upon receipt of 
request for space was prompt, as we try to 
answer immediately, particularly if it is im- 
possible to furnish the space desired, be- 
cause we are as fair to one customer as we 

[Continued on page 51] 


Rose room are 


second 
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for Caster Season Sales! 


Here are a few of the new Rubberlite line of chic and charming millinery 





heads—just in time to spur Easter sales to new highs! You have a wide 


















choice from which to select, and the low prices are particularly intriguing! 


Even if you should 
happen to drop these 
new Rubberlite heads, 
they won't break or 
chip. They are partic- 
ularly well adapted to 
interior display as the 
risk of breakage is 
entirely eliminated. 
Each head beautifully 
finished and wash- 
able, insuring con- 
stant freshness. See 
your jobber or write 
us, today! 


$390 











Sa 


No. 221 $6°° 
VA 


aS j Rubber Products. te. 


4G, ot Ege 2066 CANALPORT AVE., CHICAGO, ILL. 
INST BREAKS 4 W. 37TH STREET, NEW. YORK, N. Y. 





No. 226 $390 









he 


: Get the “Drop On Spring 
: THIS COLORFUL WAY 
Eaton GRASS MATS 


Nothing like these velvety. close-cropped, lively green 
mats to put you ahead of the season—and give your 
Spring displays the eye-catching appeal that rings cash 
registers. . . . Eaton Grass Mats are available in the 
3° x 6 standard size; three sizes of round mats: also 


custom made mats to exact size. 





Get details—and prompt delivery from your local display delivery house. 


EATON BROTHERS CORP. 


a HAMBURG *© NEW YORK 
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erchandise is Stressed 
t burdine’s. Miami 


Miami — and 
Burdine’s. It 
this 
country, with a splendid reputation among 


Everyone who has visited 


many who haven't—knows of 


is one of the most famous stores in 
both the public and those more directly con- 
cerned with retailing. 
ated, one in Miami proper and the other on 
Miami with 
Eastham in charge of display for 
The display policy followed is really 


Two stores are oper- 


swanky Lincoln road, Beach, 
Harry 
both 
very 


through 


simple: emphasis on merchandise 
means of display available. 
The four typical 
wear clearly that this 
phasis on merchandise does not go to the 
Instead, the 
pointed-up through 
theatrical lighting, lines and curves in the 
backgrounds, and dramatic settings. As a 
matter of fact, Eastham follows a middle 
path in display—neither too plain nor too 
bizarre. The 
the unusual draws the attention of shoppers, 
but an odd theme is not 
its own sake; it must fit the apparel to be 


every 
photographs of men’s 


windows show em- 


extreme of “mass” displays. 


merchandise is cleverly 


unusual is not ignored, for 


elaborated on for 


eg 
cae 


shown. Simplicity dominates in almost every 
—one example being the 
British shoes shown at the lower right. 

The display lighting system at Burdine’s 
is distinctly theatrical in type, and practi- 
cally any stage effect can be obtained. East- 
ham began experimenting with colored light- 
ing when it first came into popularity in the 
display field and uses it very extensively. 
The colored lighting is varied to fit the dif- 
ferent merchandise, and instead of painting 
appropriate tones for 
feminine apparel, neutral 
used and the painting is 
done with colored light. 
department 
of its own property construction, since it is 


case 


the backgrounds in 
men’s wear or 
backgrounds are 
Burdine’s display does most 
quite a distance from the big display centers. 
The department workshop is equipped to 
—Four examples of men's wear display by 
Harry Eastham, Burdine's, Miami. Emphasis is 
placed on merchandise, with dramatic use of 
color and light to point-up the apparel. . . 
(Photographs by courtesy of Verne O. Wil- 
liams, Miami) — 


display for 


turn out practically anything 
the way of display settings. 

While much high style merchandise 
shown in the Miami store’s windows, pa: 
ticularly on Flagler street, the Miami Bea: 
windows feature Burdine’s very smarte 
resort fashions for both men and women. 

Much of the apparel is shown before set 
tings in which the natural local 
Florida predominates, as would be expecte 
in a resort city. At the upper left is a dis 
play of beachwear, placed on and against 
seascape done in pastels on a large she 
of paper with irregular edges. 

Straw matting and imitation palm tre¢ 
are featured in two of the other displays 
and it is interesting to note that in three o 
the windows copies of “The New Yorker 
are opened to show the national advertisin; 
of the apparel displayed. 

The display at the lower right featur 
British shoes behind squares formed by pho 
tographers’ tape, the plateau arrangement 
and the British shield in the background 
being the only other attempt at decoration 


necessary 


color ( 
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Novel “California Robins” for Cardholders, ete. 
Lacquered 5 colors 


6” High. 


PRICES F. O. B. LOS ANGELES —- PROMPT SHIPMENTS 


Write for Catalcgue of Other Novel Display Specialties 








I 


LIGHT 


ih 


RIGID 


- EFFECTIVE 
INEXPENSIVE 


CEDAR WOOD STRIPS 


Vg" THICK x 134” WIDE 


Slotted to interlock 
and pack flat 


No. 121—22"x22 $19 ea. 
No. 122—34"x34 1-5 ea. 
No. 123—22"x36" 31-9 ea. 


Shown in Cut 
Outside Measurements 


Standard White Lacquer Finish 
Special Sizes and Colors to Order 


EASTER CROSS 


34” high. With base. 
White or orchid 


Sic) a 


No. 123 Tri-Ad Frame Shown Above 


Made of Wood and Metal. 
95¢ Each, $10.80 Dozen. 


1020 WEST ELEVENTH STREET 
LOS ANGELES, CALIFORNIA 


Or See Your Display Jobber $1-6 ea. 




















LIBERTY STRIPE—RED, WHITE 
and BLUE on 87”° VELVELUR 
—AMERICAN EAGLE on 12” 
wide Diagonal Stripes spaced 
every 12 inches. 


A new angle for Patriotic Dis- 
plays. 


STYLE A— Alternating RED 
and WHITE 12” Stripes with 
BLUE Eagle on WHITE Stripes. 


STYLE B— Alternating BLUE 
and WHITE 12” Stripes with 
RED Eagle on WHITE Stripes. 
Rolls 87” x 18 ft. long—$11.75. 


Rolls of more than 18 ft. 
Priced proportionately and 
made to order, subject to de- 
lay of 1 to 5 days. 





LIBERTY PANEL Deckle Edge, 
3 ft. x 4 ft. 


HUGE BLUE American Eagle 
in WHITE FIELD on RED VEL- 
VELUR. A Smart Patriotic Dec- 
oration. 





SCOTCH PLAID—large color- 
. ful pattern. In blue and 
| white on 87°° VELVELUR as 

a patriotic motif. For year 
round displays, processed in 
light green and chrome yel- 
low on following harmoniz- 
ing background colors: Pea- 
cock Blue, Amethyst, Cardi- 
nal Red, Royal Purple, Grey- 
stone. Smart for back- 
grounds, wall cases, panels, 
etc. 


Price—Stock Rolls 87°" x 18 
ft.—$11.75. 


On special colors, subject 
to delay of one week — 
$12.75. Longer Rolls priced 
proportionately subject to 





delay of 1 to 5 days. 





4 TIMELY NEW DESIGNS in colorful 


VELVELUR 


Choose ACE creations and you have smart, style-wise display materials 


that draw eyes like magnets and give business a healthy boost. Re- 
member, ACE is foremost in continuously bringing out new novelty 
designs and materials. 


Here are 4 topical and seasonal numbers 
from our 1941 Spring and Summer Line. 


Write for Free copy of our catalog today! 


ACE PAPER CO.. Ine. 


Display Division 
Dept. 22, 426 West Broadway 





Easter Bunny on Orchid 
VELVELUR—Particularly ap- 
propriate for the season. 
PANELS—Deckle edge—3 ft. 
x 4 ft. on VELVELUR. Price 
per panel—$1.75. 


New York, N. Y. 
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Air=Brushed Cards 


Why use air-brushed designs on show 
cards? First of all, because a more inter- 
esting effect can be obtained that way, sub- 
dued or not; but chiefly because for a busy 
card writer they're the grandest time-savers 
imaginable. It takes quite some time, of 
course, to adapt a design and cut the sten- 
cils, but when you make from twenty to 
thirty cards for a promotion or a_ series 
of windows, the saving in time is very ap- 
preciable. About two hours will suffice to 
complete that number, even to the mixing 
ot colors. We keep large stocks of various 
designs on hand—for spring, summer, Fas- 
ter, Christmas, or fall—and how simple it is 
to select any one of perhaps four or six 
designs in the season desired! The lettering 
is an easy task, for the air-brushed card 
does not depend for its chief appeal on the 
artistry of the characters—the illustration 
helps so much! 

The designs we use are not necessarily 
orig:nal—we find them everywhere an1 en- 


By ALFRED L. SCHELM 
Willson-Chase Company, St. Petersburg 


large or diminish them. Stencils are made 
on oiled stencil paper, from two to five 
stencils for a design, depending on how in- 
tricate the design and how many colors are 
used. A good many cuts are made on the 
stencils for the palm trees, for example, and 
great care must be exercised to keep the 
stencil from falling apart. After some prac- 
tice you learn to use more and more stencils 
in an effort to keep them strong and sturdy, 
with a minimum of cutting on each. 

For the writer particularly, the air-brushed 
cards suit my needs better than any other 
type; in spite of not being a full-fledged 
artist, | can achieve rather satisfactory re- 
sults with the air brush. I can not put the 
time on individual cards that a full-time card 
writer employs, since advertising and dis- 
play take so much of my time; therefore the 
speedy alphabet, the free-and-easy style on 
already decorated cards suits my purpose 
best. The same probably applies to many 
in this field. 


Soft tints (we use the regular prepai 
show card colors) are most effective, a 
the less color used the more attractive w 
be the design. We use lots of greens 
Florida atmosphere, and, having practica 
nine months of summer, the spring-like ca 
is best suited to our needs, although mai 
rich effects for fall are accomplished wi 
yellows and browns and orange on dark 
background cards. For the most part, we u 
inexpensive board for our air-brushed cari 
too—with quite a saving on that item alor 

The large card pictured—with the tuli 
design at the lower right—is our latest effort. 
There were six of these, appearing in ou 
front windows all at once for the “Fab: 
Fair.” The same design is employed on 
half-sheet size and will be used later on 
April and May. We liked this  particula: 
design so much that several were made 
and framed—and you'd be surprised hoy 
many asked for them. 

The Easter lily was one of the most diffi- 
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cult designs; it was copied from a lovely 
greeting card, with only a little touch on 
the stamen being done by hand. 

\Ve have made several headings and let- 
tered cards for “Dollar Days” in several 
color combinations, but prefer the air- 
brushed background with a screen-processed, 
lettered heading for clarity; air-brushed 
headings are usually inclined to become 
“fuzzy” if several are made. However, it 
the stencils are given a coat of shellac they 
resist moisture for much longer periods. 
After a run of twenty or more cards we 
wash the stencils and they become quite 
flimsy—but pressing them between news- 
papers dries them out over night, restores 
their rigidity, and keeps them flat. 

After several years of using the air brush 
we wonder how we ever “kept house” with- 
out one. However, we rarely use it for a 
single job, as too much time is consumed in 
getting ready and cleaning up. There again 
we justify the making of several stock cards 
at a time. 


Warren Music Store 
Wins Contest 


First prize of $250 in a recent RCA-Victor 
display contest has been awarded to Clyde 
M. Tschantz, Warren Music Store, Warren, 
Ohio. Details of other awards in the contest 
have not vet been released by RCA-Victor. 
Tschantz seems to make a habit of winning 
contests of this type, carrying off first prize 
of $100 in the Amsco Music Publishing 
Company’s promotion last year in spite ot 
the fact that the store is relatively small 
and in a city of some 42,000 population. 


Sherman Paper Releases 
"Display Guide" 

Sherman Paper Specialties Corporation, 
Newton Upper Falls, Mass., has released a 
twenty-four-page “Display Guide” for the 
spring and summer season. A number of 
display ideas are shown, and a wide variety 
of display papers ranging from patriotic to 
nautical motifs. Featured is a new develop- 
ment known as “Giant Curve.” A copy can 
be obtained from the address given above. 


Valentine Party 
For Detroit Club 
A Valentine “headgear dinner dance” was 
held by the Detroit Display Club at the Alt 
Heidelberg during February. Prizes were 
awarded for the most original and interest- 
ing hats designed by those present, with 
Donald Ferguson, Sherwin-Williams Com- 
pany, taking top honors with a creation 
which simply baffles description. Mrs. Roy 
Heimbach placed second. A splendid floor 
show followed, with rhumba lessons gratis 
to club members. 


Contest Scheduled 
For Notion Week 

The National Notion Association, New 
York City, is sponsoring a display contest in 
connection with the second National Notion 
week to be held April 21-26. Last year 
twenty-nine states were represented by 
Stores that shared the $1,260 awarded in the 
dis) ‘ty contest. Details can be obtained 
Iron: the association at 1170 Broadway. 
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MADE DISPLAYS 


The most profitable of all dis- 
plays are those that attract at- 
tention and put over a definite 
selling message. 


i | al Three graphic illustrations of 
wire meetaw > this type of sales promotion are 
Home Laundry Equipment shown here. They were made 
prawn poe with the Cutawl by R. M. Mar- 

a” tin for Consolidated Edison Co. 


of New York. 





This selling technique, used so 
universally in window display, is 
a distinct Cutawl development. 





THE Q2 CUTAWL 


AN EASY WAY TO GET 
YOUR CUTAWL 


Send in the coupon. Get full 
details of our easy payment 
plan and learn about the 
Cutawl—a high speed cutting 
machine used for cutting all of 
the commonly used display ma- 
terials quickly, easily and eco- 
nomically. 


MAIL THE COUPON TODAY 


INTERNATIONAL 





ARTISTIC Dro ume 20)” 
= REGISTER CO. 


13 S. Throop St., Chicago, Ill. 


Se SESE EE SEE EERE EEE EERE S EEE E EERE EE EEE SESE EE SEES SR eee eee ee eee eee REE REESE EEE EEE EE 


INTERNATIONAL REGISTER CO., 13 S. Throop St., Chicago, Illinois. 


‘ oe Company naine 
Without obligation please 
mail me: Your name 
[] Cutawl catalogue Address 


[] Easy Payment Terms City State W.-3-41 
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D BOWL SHOP) 
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—Here's an idea for fea- 
turing a completely new 
promotion that will altract 
much attention because of 
its originality. It permits 
the display of salad bowls 
of all kinds, spoons, forks, 
and all the different vine- 
gars, oils, and spices need- 
ed for salad making. The 
large bowl-shaped top of 
the unit is best made of 
papier mache over a wood- 
en frame. The jumbo-size 
spoons and forks are cut 
from wall board or fir ply- 
wood— 





—lIt is now time to feature gar- 
den tools, plant foods, and the 
like. We suggest a very practical 
unit made of unpainted boards 
simulating a garden shelter. All 
sorts of long-handled tools are to 
lean against the fence, lawn mow- 
ers to be placed on the platform, 
and packages of plant food neatly 
piled on the ends of the platform. 
This can be made of a size to fit 
available space— 





—Here is a method of “dolling up" a set of shelving for use 
on an aisle table. The shelves are divided with partitions 
into squares with wall board backs on each alternate square 
in checker-board fashion. On the other side of the shelving, 
backs are put on the other squares. This makes a series of 
individual display boxes opening out on both sides; an excel- 
lent means of showing art wares and other small items— 





ol —This display unit or fixture was used recently by The 


Fair Store, Chicago (Paul Wertz, display manager), 
all through the store interior. Small units were used 
inside show cases, larger units on tables and the tops 
of center shelvings. The scroll design was cut from 
wall board and posed at an angle, with supporting 
dowel rod as shown in the drawing and fastened to a 
low platform. The entire fixture was painted in a 
pastel tint— 





By De SAULT SERRANO 
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Display In Full Color Shown 
On Korrect-Way Quarterly 

One of the most attractive display cata- 

gues seen in some time has been produced 
by Korrect-Way Display Products, 2300 Lo- 
cust boulevard, St. Louis. Featured on the 
front cover is a full-color photograph of a 
display by Russell Kehrt, Jenny’s, Cincinnati. 
(This display also appeared on the cover of 
DISPLAY WORLD for January.) The fifty- 
two-page quarterly covers a wide variety 
of display equipment ranging from manne- 
quins of all types through heads, fixtures 
of both plastic and metal, to chrome furni 
ture. Copies are available on request. 


New Cold-Setting 
Resin Adhesives 

\ new synthetic resin adhesive for ply- 
wood manufacture and wood-parts assembly, 
which gives an extremely strong, waterproot 
and fungus-resistant bond without the use 
of hot presses or other special equipment, 
is announced by Resinous Products & Chem- 
ical Company, Philadelphia. Known as 
“Uformite CB-550," the new product is de- 
signed to extend the well-known advantages 
of resin adhesives to fields where hot press- 
ing or curing has been considered imprac- 
tical. 

Supplied as a dry powder, this new urea 
formaldehyde resin is simply mixed with 
water to paste consistency; it contains its 
own catalyst which causes the resin to react 
or set in six to eight hours in the clamps 
at room temperature. Ordinary glue spread- 
ers are used. 


Book On Color 
Is Released 

“Color—How to Use It” is the title of a 
new book by Sterling B. McDonald, indus- 
trial designer and color stylist, just released 
by Follett Book Company, 1255 South 
Wabash avenue, Chicago. Containing 176 
pages, the book has ninety colored illustra- 
tions and diagrams and a chart of seventy- 
two graduated colors equipped with in- 
genious, patented calipers which are used to 
prescribe balanced, related or contrasting 
schemes. No new theory of color is pre- 
sented, but McDonald interprets for practi- 
cal use the basic principles of color. The 
book, written in simple terms, is priced at 
$12.50. 


Display Materials Ready 
For Mother's Day 

The Trade Promotion Division for the 
National Committee on the Observance of 
Mother's day has just completed a broadside 
illustrating display cards, streamers, and the 
like which are available at low cost to 
Stores. The official poster this vear is done 
in full color by McClelland Barclay. Full 
details can be obtained by writing Trade 
Promotion Division, 129 West 30th street, 
Ney York City. 


Different Position 
For Gausted 


hormerly with the display department of 
Frederick & Nelson, Seattle, Al Gausted is 
now in charge of display for Swelldom’s, a 
Los Angeles specialty shop. 
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listic Reproductions 


WOODGRAINS, 52 Inch Width 


True Reproductions of Wood in Six Designs 


W-300—BIRCH BARK 
W-301—KNOTTY PINE 
W-302—PRIMA VERA MAHOGANY 
W-303—DARK MAHOGANY 
W-304—BIRDS EYE SILVER MAPLE 
W-305—NATURAL BIRDS EYE MAPLE 


Price per Roll: 





1 to 12 Rolls. $2.25 


13 or more Rolls... $2.00 
Size 52° Wide x 25’ Long. 





48 Inch Width, Washable 
M-500—ROSE PINK 
M-501—LIGHT GREEN 
M-502—SKY BLUE 
M-503—L'GHT TAN 
M-504—CREAM 


Price per Roll: 
1 to 12 Rolls $1.75 
13 cr more Rolls $1.50 
Sze 48°° Wide x 25° Long. 


® 
BULKTON SEAMLESS 


107 Inch Width—Seasonal High Style Colors 


HAITI VIOLET—B25 
CANYON BLUE—B29 
RICO SAND—B30 


Price per Roll: Size 107°’ Wide x 12 yds.: $7.75 


See Your Local Supplier or 


BULKLEY, DUNTON & CO. 


Display Papers Division 
MAIN OFFICE—295 Madison Ave., New York City 
CHICAGO OFFICE—217 West Ontario St. 





* * * * * * 


SWANN Quy MAG\S & 
! pMorilber: 


The most successful “flexing torso’ 


mannequin yet developed. Write for 


particulars. Visit our New York 


showrooms. 


THE DISPLAY EQUIPMENT CORP. 
147 West 37th Street, New York City 


* * * * * 











That plastics are an effective display me- 
dium was proved to us by the results of our 
use of them in the recent exhibit shown at 
the Texas State fair in Dallas by the Traffic 
and Safety division of the State Highway 
department. We had a far better exhibit 
than any previously shown by the depart- 
ment, and costs were reduced by half. 
While the space donated amounted to 250 
running feet, the exhibit had to be con- 
structed on a separate-unit plan which would 
enable us to take as many or as few pieces 
as we desired for display at conventions of 
transportation organizations, county and city 
law enforcement associations and the like, 
and yet have a complete exhibit on each 
occasion. In design, particularly, we could 
not go too far afield, as we had the very 
definite message of traffic safety to sell. 
eventually a design was worked out 
whereby each unit featured a 16-by-20-inch 
hand-tinted negative of typical Texas scenes 
set in a box of transparent plastics, curved 
at the back to permit proper diffusion of 
light and give an extra-dimensional effect. 
The separate box pieces were gang-cut four 
at a time, and glued together with acetate 
cement in which chips of the plastics were 
deposited for thickening purposes. The fin- 
ished box was hung on dowel pins in proper 
position behind the opening. This cement 
was also used to glue letters cut trom ver- 
milion “Plastacele” onto white plastic back- 
grounds. Lettering could have been sprayed 
on, but a more clean-cut effect was achieved 
by the use of plastics on plastics, as this 
allowed complete illumination from the rear. 
In this connection, it may be well to bear in 
mind that in using acetate cement or any 
plastics to 


other cement for fastening 
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isplay Studic Problems 


XXX. WORKING WITH PLASTICS 
By A. J. BALFOUR 


Texas State Highway Department, Fort Worth 


“Crushtone” cloth or like processed mate- 
rials, the humidity expands the plastics and 
pulls the finish from the material. There- 
fore, the finish on such cloth should be 


scraped out and wiped with lacquer thinner 


so as to secure firm adhesion to the basic 


material. 
Since Texas is widely known as the home 
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of the cowboy and the Longhorn steer, this 
theme was used throughout the exhibit, in 
veneer as well as plastics. In using this 
theme as a frame for the hand-tinted nega- 
tives, black plastics, gloss one side, 30/1000 
inch thick, were utilized, the cutting of 
which necessitated several experiments. The 
problem was to overcome the congealing of 
one sheet to another through friction caused 
by the chisel. Various chisels were tried, 
but eventually we returned to “Cutawl” 
chisel No. 22, and used this throughout the 
construction. We tried talcum powder bi 

tween sheets, as well as various kinds of 
paper, and even went so far as to cut directly 
against the veneer, but found the adhesion 
was so firm the bottom sheet of plastics 
could not be pulled away without tearing 
the veneer. Eventually we obtained best r 

sults by alternating sheets of stencil paper 
and the plastics. Even so, this entailed the 
loss of the bottom sheet of plastics, regard- 
less of the number cut at a time, six being 
the safest number for clean cutting. Flowing 
water may eliminate the loss, but caution 
would have to be exercised to prevent short- 
circuiting the machine. In any event, all 
areas of the material outside the design must 
be firmly nailed to the work table, and I sug- 
gest an additional base of “Upson” board or 
similar material. 

In this instance, all patterns for vermilion 
letters and black “Plastacele” were laid out 
on ordinary brown wrapping paper which 
was placed over the plastics and the whol 
firmly fastened down as described, and then 
cut in the usual manner. The pattern ot 
the picture frame was laid out so that tl 
chisel equaled the average pencil line of a 
sketch, thereby balancing the cutting. It may 


i€ 


—At the top is a center piece for the wall 
theme—cut in one piece from 3¢-inch veneer; 
size, 3 feet by 22 inches. . . . Center, the illus- 
tration gives some idea of one of the ''sec- 
tions’ of the exhibit described in the article. 
. . . Left, one of the intricate stencils used as 
a frame for hand-tinted negatives of typical 
Texas scenes set in a box of transparent plas- 
tics. Complete construction details and meth 
ods followed in working the plastics are given 
in the accompanying text— 
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be to greater advantage, in the case of trans- 
parent and some ot the light-color translu- 
ceiit plastics and “Plastaceles,” to place the 
pattern between the first and second sheets, 
thereby providing smoother working surface 
and eliminating the curling edges of the pat- 
tern, no adhesive agent being necessary in 
either method. In cutting plastics where 
straight lines are encountered, such as in 
squares, areas outside design, etc., we found 
that they could be scribed and then snapped 
by hand, thus reducing cutting time. 

On the base of each unit we placed a high- 
way scene laid on white translucent plas- 
tics, illuminated from beneath, on which 
was depicted one of various types of pre- 
ventable automobile accidents, through the 
use of toy automobiles, trucks, trains, etc., 
these being fastened to the plastics with the 
acetate cement. 

Incidentally, lighting and fastening plas- 
tics entails a consideration of humidity, and 
ordinary light globes must be placed at a 
proper distance from the plastics surfaces in 
order to avoid buckling them. Daylight flu- 
orescent tubing was found quite suitable in 
our arrangements, and very effective. In 
using colored plastics, care must be taken 
also in lighting, to avoid distortion of the 
true color. 

The large initial letter on each unit was 
backed with blue ‘“Plastacele,” held tem- 
porarily in place with Scotch tape and then 
fastened with a “Kling-tite” tacker. The 
purple transparent “Plastacele” in the col- 
umns was cut to appropriate lengths and 
inserted, being held in place by the curva- 
ture of the column without further fastening. 

A striking effect was achieved by cutting 
one of our “cowboy” frames from the ver- 
milion and placing it tangent to one of the 
regular black frames, as a border for our 
motion picture screen which is of frosted 
glass, thereby enhancing the beauty of our 
technicolor films. 

Plastics are comparatively cheap, are 
clean-cut and effective, and salvagable from 
job to job. They offer an unlimited oppor- 
tunity for decorative ideas and, personally, 
I think we have just begun to explore their 
possibilities in display. 


St. Louis Club 
Reorganizes 

Seventy-five St. Louis displaymen met at 
the Jefferson hotel on March 4 in order to 
discuss ways and means of reorganizing the 
club, and to bring it back to its one-time 
status as one of the largest and most active 
in the country. A progressive program was 
adopted at the meeting and it was decided 
that each member of the reorganized club 
will automatically become a member of the 
International Association of Men. 
Dues for the latter organization will be in- 
cluded in membership fees for the club, set 
at $8 per year, the local club retaining $3. 

The officers elected represent various dis- 
Play activities. Those installed in 
are: president, Tom Kenna, Famous-Barr 
Company; vice-president, William Schrick, 
Scruggs - Vandervoort - Barney; treasurer, 
John Stoppenbrink, Williams Shoe Com- 
Pany , secretary, David Estes, Bond Clothing 
Con iny; Otto 
Klin 


Display 


office 


sergeant-at-arms, Lasche, 
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ABCDEFGHIJK 
ABCDEFGHIIK 
ABCDEFG 


HUCOEFG 


ahcdef 
WBCDE 


ABCDI 


ABCD 
ABC 
HBC 


il 


MITTEN’S 
Display Letters 


Molded, White Kaolin 
Composition Letters 


ULTRA-CLEAN, STEEL-CUT 
APPEARANCE 
HIGH RELIEF OF 3/8" to 1”, 
depending on size 
FURNISHED IN THREE TYPES: 


(1) Imbedded steel pin-in-back letters for 


rapid mounting on semi-soft  back- 
grounds. 

(2) Pinless, sanded-back letters for ceement- 
ing to glass or other hard back- 
grounds. 


(3 


Track letters with lug molded on base 
for use in vertical or angle tracks. 


Cost Less than Wood Letters for Same 


Depth of Relief and Degree of Finish 


Will take any kind of color—show-eard, 
lacquer spray or dip, ete., or better yet, 
can be rolled with an ink roller after 
letters are in place. 





Announcing 


anew lower 


case modern 





In response to demand from display men for a 
small lower case letter in deep three dimension, 
we now offer 34” Modern Lower Case as_ illus- 
trated above. Ideal for small displays where space 
is limited; also combines effectively in layouts using 
larger font styles. Sold in pin back or sanded 
back in fonts of 233 letters. 





Manufactured by: 
MITTEN’S DISPLAY LETTERS 
Redlands, Calif. 


Distributed by 


LOR SALES CO. 


160 E. 3d St.. Los Angeles, Calif. 


Write for 


BRANSBY & HEWITT 


1600 Broadway, New York City 


Descriptive Price List 
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Loosts Sheaffer's Sales 





























For the past number of vears the W. A 
Sheaffer Pen Company has done a job of 
merchandising that has brought them to th 
top in the fountain pen industry. This su 
cess is due to a fundamental change in pen 
merchandising backed up by powerful four 
color national advertising and result-getting 
point-of-sale displays 

Previously, Sheaffer's advertising and sales 
appeal evolved around the sale of a single 
pen or pencil to the personal use customer. 
Sheaffer changed their program, appealing 
to the buyer of gifts and featuring the pen 
and pencil ensemble in an attractive case. 
No longer were single pens shown in their 
four-color national ads or displays, but the 


complete ensemble was effectively shown. 





By GEORGE J. DOYLE 


W. A. Sheaffer Pen Company, Fort Madison, lowa 





Surveys showed that more people bought 
fountain pens for gifts than for personal use 
thus this change in selling emphasis. 
With Sheaffer's four-color magazine and 
newspaper advertising featuring pen and 
pencil ensembles as gifts, further steps were 
taken to insure dealer success with this pro- 
gram. A special “presentation plan” was de- 
veloped so the dealer would show four pen 
and pencil ensembles in tour different price 
ranges. So this could be more easily done, 
a special fountain pen display case was of- 
fered dealers. The latest development in 
this line is illustrated on this page. It is a 
combination wall and floor case which is 
lighted by fluorescence and contains pat- 
ented sliding trays holding ensembles and 
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pens. Fluorescent lighting brings out he 
beauty and quality of the merchandise «nd 
the special construction of the case maes 
it easy for the sales person to use the “prvs- 
entation plan” of selling. 

All these sales helps have contributed jo- 
wards a successful merchandising program 
but another most important feature is the 
use of point-of-sale material. As with ta- 
tional advertising, these window and coun- 
ter displays stress the gift appeal, the high 
quality of the merchandise, and the fact that 
Sheaffer pens and pencils are the finest gifts 
of their kind. The latest developments in 
Sheaffer displays are shown here. Because 
of the new national defense program Sheaf- 
fer’s new spring display is known as the 


SHE AFFERS 


“conscription” display. As the illustration 
shows, the center piece is a beautiful seven- 
color reproduction of an actual color photo- 
graph. One side card appeals to the navy 
and the other to the army, with miniature 
“letters” in the background. A new feature 
of this display is that the center piece can 
be removed from the standard and suspended 
by a cord as a separate picture display in a 


dealer's window or inside the store. 
Number two on the list of new displays 
for Sheaffer this year is a “Seven Card All- 
Purpose” display, not illustrated. These are 
reproduced in a beautiful gold and purple- 


maroon color. There are no illustrations on 
that 


the card, but this is done purposely so 


—Typical Sheaffer display material and win- 
dow displays are pictured here. At the top is 
a de luxe combination wall and floor case. 
Next is a "Skrip'’ display in which motion is 
used—a continuous flow of fluid from the 
2-ounce bottle. At the left is a timely disploy 
which emphasizes pen and pencil gift sets for 
men in service— 
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th dealer will put in a representative dis- 
p of merchandise. Sheaffer wants the 
merchandise to do the selling job backed up 
by the cards. They feature various items in 
the line such as the special “Skyboy” pen 


SWEAFFERS 





).] 
“UL CAAMMe 
Ly in j 


— - i 


—This is another of Sheaffer's display units, 
featuring gift sets— 


that “writes in the air—writes anywhere,” 
the famous lifetime guarantee, and the dry- 
proof desk set. 

In addition to their line of pens, pencils, 
and desk sets, Sheaffer's “Skrip” and adhe- 
sives are an important part of their business. 
This year a tie-up is made between a 
motion window display and a store interior 
metal rack display. The former is illustrated 
here. The “Skrip Fountain” display, as it is 
known, is a mechanical unit so constructed 
that a continuous flow of fluid comes from a 
suspended 2-ounce bottle of “Skrip.” The 
display attracts curiosity and invites cus- 
tomers into the store. The “Skrip” rack dis- 
play is a combination floor stand and counter 
level display for “reminder” purchases. 

Two new counter cases have been brought 
out this year, one of which is pictured. Both 
are fluorescent lighted. One is for pencils 
and leads and the other for fountain pen 
ensembles and single pens. 

As an auxiliary to this, small 
counter cards are also furnished by Sheaffer. 
Some consist of four-color national ads 
mounted attractively and others are special 
cards for various items in the line. 

Sheaffer's policy and plan on point-of-sale 


various 


display has been to furnish special displays 
for special occasions and then a general 
all-purpose display that can be used through- 
out the year. The “conscription” display is 
a periect example of a “special” display and 
the “Seven-card” display is an example of 
the all-year-round general purpose window 
display. Displays of this type are not sold 
but furnished free with a specified net order 
requirement. In addition, from time to time 
a smaller display package is sent, gratis, 
consisting of special smaller counter cards 
and national Other 
displays such as the “Skrip” motion display, 
the “Skrip” rack, the “Fineline” pencil case 
and the Sheaffer counter case are furnished 
with merchandise deals. 

As can be readily understood, Sheaffer's 
entire display program is a very 
Part of 


four-color ad cards. 


essential 
their merchandising plan, and as 
such is promoted extensively and thoroughly 
by their salesmen. 


DISPLAY WORLD 





cA New SBook 
of Best “SELLERS” 


Fairy Forms are among the nation’s 
best sellers because of their exceptionally 
powerful sales influence. They have an 
unusual “stopping” effect on shoppers and 
a “convincing” glamorous appeal that en- 
titles them to a spot on any sales depart- 
ment payroll. 


You can put richness and glamour into 
your displays with the beautiful array of 
Fairy Forms. There is a wide variety of 
sizes, styles and color effects—for ladies’ 
hosiery, footwear and neckwear. 


The new catalog. shown above, illustrates 
the complete line of Fairy Forms for every 
display use-— with many shown in full 
These include styles for children’s, 
ladies’ and men’s hosiery and shoes. 


color. 


We have a copy of this new catalog 
for you—waiting for your request. 
Take advantage of its sales building 
ideas —— write for your copy today. 


SHOE FORM CO. Inc., Auburn, N. Y. 


Start a Set of Fairy Proportioned Forms 


This striking form is one of a set of three Fairy Proportioned Forms 
It will add life, vitality and glamour to your hosiery displays. By 
showing the full stocking length, it emphasizes the beauty and 


design of top, and features any special “‘streteh”’ construction 


It will 
Let us 


Use this single form until you are ready to complete the set. 
quickly pay its way and earn the cost of the rest of the set. 
tell you all about it) write us today. 
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Seasonalle Ideas... 


By EVERETT SCROGIN = 
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Gifts for 
Young 
Mothers 





(TENTATive) 


‘NATIONAL COTTON WEEK: 
Use cotton bales, cotton plants or 
plantation photographs. British 
deFense patterns will be popular 










Ss (uooy POPPY WEEK |Z 







Gi 
Elderly 
Mothers 


‘MOTHERS’ DAY May //- 








May 20-30 


* COLOR TIPS* 


NAVY BLUE |S A MASCU- 
LINE COLOR::- ALICE BLUE 
ISA FEMININE COLOR -:- 
USE RED FOR LIVELINESS 
**USE YELLOW FOR CHEER- 
FULNESS-:: USE ORANGE FOR 
VIVIDNESS---USE GREEW FOR 
COOLNESS 
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Gifts Fo 
Middle-aged 
















or accessor/es 
17 [OW®@T Case 







“STRAW HAT DAY: 
Straws and straw hats blown 
by alternating oscillating fans 
concealed in ends of showcase 
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Civic Honor Awarded 
To Ray Larson 


he annual Junior Chamber of Commerce 
k of Sioux City was climaxed this year 
), a dinner and dance at which Ray Larson, 
display director for the T. S. Martin Com- 
pany of that city, was presented with a dis- 
tinguished service key for outstanding com- 


munity service. The award is made an- 
nually to the citizen selected by a secret 
committee as having done the most note- 
worthy civic work during the year among 
the Junior Chamber of Commerce group. 
Larson has been with Martin's for the past 
fourteen years and has been active in civic 
affairs for more than a decade. 


National Baseball Week 
Display Contest 


Many displaymen will compete in the 
annual window display contest held in con- 
nection with National Baseball week, March 
2)-April 5, by the Sporting Goods Dealer, 
St. Louis. Any store selling baseball goods 
at retail is eligible, the only specification is 
that the window display include the words 
“National Baseball Week” and that it be 
shown throughout that week. Photographs 
should be sent to the Sporting Goods Dealer, 
and further details can be obtained from the 
same source. A number of valuable prizes 
will be awarded. 
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COMING UP! 

Spring Begins—March 21. 

Baseball Week—March 29-April 5. 

April Fool’s Day—April 1. 

Army Day—April 6. 

Easter Sunday—April 13. 

National Garden Week—April 13-19. 

Pan-American Day—April 14. 

National Foot Health Week—April 
21-26. 

National Fishermen’s Week—April 
26-May 3. 

Confederate Memorial Day — April 
26. 

National Better Homes Week—April 
27-May 3. 

National Baby Week—April 28-May 
a 

Moving Day—May 1. 

May Day or Child Health Day— 
May 1. 

National Egg Week—May 1-7. 

National Hardware Spring Open 
House—May 1-10. 

National Music Week—May 4-11. 

National Restaurant Week — May 
5-11. 

National Golf Week—May 10-17. 

Mother’s Day—May 11. 

National Raisin Week—May 11-17. 

Peace Week—May 12-18. 

National Hospital Day—May 12. 

Straw Hat Day (in most cities)— 
May 15. 

National Cotton Week—May 16-24. 

International Good Will Day (!)— 
May 18. 

Buddy Poppy Week—May 20-30. 

National Tennis Week—May 24-31. 

Memorial Day—May 30. 






DISPLAY 
MATERIALS 







* 


E541 — EASTER 
PANEL, 40° Wide, 
72” Long, Nile 
Green Reycraft 
Processed White, 
Green, Yellow 
and Silver. 


% E641 — EASTER EASEL PLAQUE. 
42” High, 321." Wide, Heavy D-s- 
playboard, Processed Five Colors. 


* 


* Buy from your Display 
Materials Wholesaler 


% E741—EASTER CORNICE TRIM, 9°" Wide, 50’ Long. White Reytrim Processed Five Colors 


THE REYBURN MANUFACTURING CO.., INC. . “S 2 





PHILADELPHIA, PA. — 
SHOWROOMS: NEW YORK AND CHICAGO 














“DRAMATIC DISPLAYS“ 


in the windows of America's leading stores 


are being built today by the craftsmen of 


VICTOR HAIDA DISPLAYS, Inc. 


149 W. 24th St. — New York, N. Y. 


MEMBER OF A. D. E. M. TEL. CH. 3-3540 























OUR PLATFORM 
1. The Development of Window Display Adver- 
tising. 
2. More Display Cooperation by Manufacturer 
and Merchant. 
3. Advancement of the Display Service Business. 
Practical Service to the Display Profession 
and Industry. 
Appreciation of Display's Power in Merchan- 
dising. 
6. Absolute 
Columns. 


td 


Independence of Our Editorial 


No. 3 
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Editorial 
Odds And Ends 

\ shortage of metals is affecting some 
phases of the display industry, due to de 
fense priority orders for aluminum, certain 
kinds of steel, and the like. With the pass- 
age of the lend-lease bill and the conse- 
quent stepping up of production in many 
different lines, the shortage will probably 
become more severe. During the first World 
War metal fixture manufacturers were com 
pelled to raise their prices shortly after the 
United States entered the conflict, due to 
increased cost of metals, and a similar step 
may have to be taken in the not too-distant 
future. If that happens, fixtures of plastics 
will probably come in for still more favor 
than they enjoy now.... 

Krom St. Louis comes a report that dis 
play installation services in that city have 
been closed for a month, due to labor trou- 
ble. The installers there have had more or 
less labor difficulty for some time. In Chi- 
cago, thirty-three displaymen of the Wie 
boldt organization are picketing five of the 
company’s six stores, having struck for more 
money and recognition of their union, an 
affiliate of the A. F. of L. While there have 
been other cases in which unionized display 
men walked out in company with other re- 
tail employees on strike, this is probably the 
first instance in which retail displaymen have 
struck on their own initiative and as a 
unit. 

The motion picture, “Private Secretary,” 
starring Mickie Rooney, gives a good plug 
for the display job. ... 

What ever became of “National Display 
Week’? Started several years ago by the 
International Association of Display Men, 
it had a brief life of one year or so and 
then passed into oblivion. The Sales Pro- 
motion Calendar of the National Retail Dry 
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Goods Association lists it for 1941, but noth- 
ing has been done about it. It should be 
revived... . 

Why doesn’t some one of the display 
houses lay in a stock of desert “smoke-trees” 
as a decorative? They seem like a natural 
for display use... . 

Last year the National Needlecraft Bu- 
reau, New York City, sponsored a nation- 
wide window display contest in the interests 
of material used for crocheting. We don't 
know how many windows were entered in 
the contest, but a release just received from 
the bureau says: “According to surveys, 
more than one million dollars worth of 
crochet material was sold during 1940 as a 
result of the contest.” It is impossible to 
pass on the accuracy of this statement with- 
out knowing the nature of the surveys men- 
tioned, but if the figure is anywhere near 
correct it is a splendid tribute to display as 
a sales forcee—and also should be very con- 
vincing to national advertisers who either 
sponsor or contemplate display contests. It 
should serve to remind them that fat awards, 
made direct to the displayman, encourage 
more entries and that more entries mean 
more sales. ... 

Max Berck, Frankel’s, Des Moines, sends 
in a thought for I. A. D. M. conventions. 
He writes: “If I may suggest, | think that 
the departmental idea used at the conven- 
tions in years past was very good, and I do 
miss these departmental meetings. I don’t 
think I've got as much out of I. A. D. M. 
conventions these last few years as I did 
when men’s wear displaymen met separately, 
demonstrated and discussed their own prob- 
lems—while department stores and specialty 
shops had their own meetings.” 

A bow to Collier's for the splendid way in 
which this magazine is emphasizing fash- 
ions in general, and men's wear styles in 
particular. The articles by Henry L. Jack- 
son are well done and Collier's follows 
through by making tie-in display material 
available—de luxe blow-ups of the article in 
full color, mounted counter card reprints, 
actual size reprints, etc. The influence of 
this magazine, with several million readers, 
can not be denied and many a men’s wear 
store can profit by displays—both window 
and interior—hooking up with these articles. 
\ letter to R. W. Yocum, Collier’s, 250 Park 
avenue, New York City, will put you on the 
list for advance information on the = series 
of articles. 

From time to time up bobs the suggestion 
that the International Association of Dis- 
play Men change its name to something more 
suitable. Without going into the merits or 
demerits of the idea, let’s hand along a sug 
gestion made by Esther Hayes, Burger- 
Phillips, Birmingham : 

“The International Association of Display 
Men is a misnomer we agree. Here is my 
suggestion for a new title to call ourselves 
and why. ‘Display Merchandisers Associa- 
tion.” Webster says display means to spread 
out, unfold, exhibit, force into notice. Let's 
take each of the three suggested words. First, 
very displayman spreads out his 
He unfolds not 


display. 
wares for public inspection. 
only his merchandise, but a story about it. 
He puts his store on exhibit every day. 
What displayman doesn’t want to force his 
‘show’ into notice—stop ‘em dead in their 


tracks, as it were? Next, merchandise. In 
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my humble opinion every displayman | 
better be a rather good merchant if he is 
succeed. He is forced to ‘merchandise’ 
displays from every meaning you can ¢ 
that word. He should have a big hand 
planning promotions. The merchandise « 
trol office should be the displayman’s bar: 
eter in planning promotions. The buyers 

not the only ones who should know the 
ures. The display merchandiser goes a s: p 
farther than the promotion men. In part 
Webster's words again, the smart disp] 
man is a good ‘shop keeper’ who kno s 
his ‘wares.’ Third, association—an assoc 
tion to bring us together for the benefit >f 
the group-—an association to keep the hig! « 
ideals of a great profession not just ali 
but growing. ... No matter what the body 
calls itself, I’m proud to carry a members} iz 
card. I'm grateful to those men at the hea 
of the organization who have kept the wheels 
turning.” , 

From time to time the question of “pre- 
evaluating” displays has come up, and some 
work along this line was undertaken by the 
International Association of Display Men a 
couple of years ago. No results of the 
study have been released, but it is interesting 
to note the following statement from the 
New York Times of January 24 in regard 
to pre-evaluation of various advertising 
media: “Some of the established marketing 
and advertising research executives are be- 
coming disturbed by new types of research 
services and the various claims made itor 
them. They have in mind numerous pre- 
testing services, which claim that they can 
determine in advance consumer response to 
new packages, window displays, radio com- 
mercials, advertising copy, and almost ey- 
erything advertising and 
selling. 

“It is possible, one research executive ad- 
mitted yesterday, to determine in product 
development what the consumer needs or 
desires. But where the intangibles of ad- 
vertising are concerned, all that research 
can do is to find out which ad of many is the 
best liked, for instance. Such a discover) 
gives no assurance that the ad will be suc- 
cessful or that it is the best that can_ be 
produced, he said. The same thing holds 


connected with 


true of a group of radio commercials, a 
selection of sample packages, or several 
window displays. Any claims of perfecting 
in pre-testing can only redound to the dis 
advantage of the entire field, he said 

The May Brothers Clothing Company, 
Oklahoma City, became curious recently as 
to just what brings customers into. thet 
store. In an effort to find out, they sent out 
questionnaires to 3,650 active ledger a 


counts, asking them to check the factor that 
influenced them to come to May’s. The idea 
is a good one, of course, but we can't help 
feeling that in the interests of accuracy the 
questionnaire was not batting anywhere nea! 
one thousand. The various influencing factors 
listed for checking were newspaper advertis 
ing, WKY and KOCY (local radio stations) 
direct mail, recommendation of a friend, and 
‘Sust dropped in”—no mention anywhere 0! 
display, unless it is hidden in the “just 
dropped in” section. However, the results 
of the survey showed that 15 per cent came 
in in response to direct mail; 23 per cent 
by radio; 25 per cent from newspaper adver 
tising, and 37 per cent “just dropped in” or 
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responded to a friend’s recommendation. 


Iu. for May Brothers information, a recent 
national survey by Hart Schaffner & Marx 
men’s stores) showed that windows 


brought in 17 per cent, personal recommen- 
dation 16.2 per cent, personal contacts with 
ste 13.2 per cent, “store offers good values” 


10.3 per cent, “store carries quality merchan- 
dise’ 9.6 per cent, reputation for depend- 
ability 6.1 per cent, special sale 5.6 per cent, 
credit policies 5.6 per cent... . 

As this is written on March 12 a letter 
from I. A. D. M. headquarters announces 
that space sales for the 1941 convention, 
scheduled for the Hotel Sherman, Chicago, 
lune 23-26, have passed the $10,000 mark. 
Everything points to a banner convention. 


Resigns Gimbel’s Position 
To Join Display Firm 

\rthur Hirschhorn, art director of Gimbel 
Brothers, New York City, and formerly as- 
sistant art director of L. Bamberger & Co. 
and Abraham & Straus, resigned on March 
| to join the display firm of Staples-Smith, 
New York City, as technical and creative 
advisor on layout, design, and display. Prior 
to entering on his new duties, Hirschhorn, 
with other executives of the company, will 
cruise the Florida keys for ideas that can 
be used in textile designs, posters, and dis- 
play 


Torrey Named 
Display Head 

Interstate Department Stores, Inc., has an- 
nounced the appointment of Paul FE. Torrey 
as display manager at the company’s New 
York City headquarters. He will devote his 
time to supervising and developing interior 
and window display in their stores. Torrey 
was formerly with Montgomery Ward & Co., 
and Sears Roebuck & Co., his experience 
with these firms covering a period of eleven 
years. 


Son And Heir 
For McNichol 


George Washington's birthday will have 
an added significance for Jim MeNichol, 
Bulkley, Dunton & Co., New York City, from 
now on, for on February 22 Mrs. MeNichol 
gave birth to a baby boy at St. John’s hos 
pital, Long Island City The husky vouneg 
ster—S pounds, 9 ounces—has been named 
John Wester, and up to press time had 


neither chopped down a cherry tree nor told 


Displaymen On Strike 
At Wieboldt's 


\s this is written on March 11, thirty 
three displaymen of the Wieboldt organiz 


tion, Chicago, are picketing five of the com 
pan six stores. Members of the Decor 
ator Trimmers, and Display Men's Union, 


Local 41, of the A. F. of L., the displaymen 
for higher wages and recognition of 
their union. 
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DRAMATIC MOBILE LIGHTING 


A SPOTLIGHT COMPLETE WITH MECHANIZED COLOR CHANGER . 
AT LESS THAN THE COST OF AN ORDINARY 500 WATT SPOTLIGHT 




















WRITE FOR DETAILS ON THE 


BLEND O MAT 


BLISS DISPLAY CORPORATION 


460 WEST 34TH STREET, NEW YORK 


Greater diversification . . . largest 
number of interchangeable parts 

. Coronet is your best bet, too! 
Write for particulars. Visit our 
New York showrooms. 





THE DISPLAY EQUIPMENT CORP. 
47 West 37th Street, New York City 


* * * * a * * * * * 
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Point-of-Sale Gallery... 


OF NATIONAL DISPLAYS ess 


— 











—The Angostura-Wupper. 
mann Corporation offers sug- 
gestions to customers rather 
than playing up the product 
in a colorful set of three 8- 
by-10 bar cards. Centered 
on each card is the name of 
a drink which includes bit- 
ters. The cut-out bottle stands 
out from the lower corner. 
Designed and produced by 
Display Counselors, Inc., New 
York City— 


AMERICAS-no 
BAKing Pp 


— Forbes Lithograph Com. 
pany, Boston, produced the 
interesting baking powder 
display for Rumford Chemi- 
cal Works, Rumford, R. |. 
The center piece, _litho- 
graphed in full color, de- 
picts an array of cakes fresh 
from the oven, while a front 
plane carries a reproduction 
of the Rumford can— 
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—''Convenient as a lipstick" 
is the slogan for the counter 
card featuring a feminine 
razor by Lapin Products 
Company. A hand holds the 
actual razor, while a small 
sketch shows its use. De- 
signed and created by Ein- 
son-Freeman Company, Inc., 


Long Island City, N. Y.— 


—A minimum of copy is 
used in the Life Saver unit, 
with the same theme fol- 
lowed in display cards, car 
cards, case cards, and “dan- 
glers."" The social factor in- 
volved is handled positively, 
but without a depressing and 
fear-complex type of ap- 
proach. Created in collab- 
oration with Life Savers Cor- 
poration, Port Chester, N. Y., 
and lithographed in full color 
by Forbes— 


—This beautiful Richard Hud- 
nut display card was pre- 
pared by that firm and lith- 
ographed in nine colors by 
the Oberly & Newell Litho- 
graph Corporation, New York 
City. The strip at the bottom 
of the display, illustrating 
the various products, is o 
separate panel locking into 
the back piece. The figures 
on the globe are embossed— 


—This blanket display re- 
verses the usual order and 
has the "sleeping beauty” in 
the background, with the 
blanket dominating the scene. 
The unit can be used in a 
window, on a_ counter of 
shelf, or against a blank wall 
space. Designed by Ruth M. 
Meisol for Esmond Blanket 
Mills— 
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Harter Becomes Manager Of 
Marquardt Display Division 

foward Harter, formerly with the Ace 
Paper Company, New York City, has been 
appointed sales and developing manager for 
the display division of Marquardt & Co., 
Inc., 153 Spring street, of the same city. 
The company, for several years past, has had 





—Howard Harter— 


a national reputation in fine and specialty 
papers of many types. 

Harter’s long and valuable experience in 
the display field and paper business has 
equipped him with an excellent knowledge 
of the market display possibilities with the 
rapidly developing paper range. He is well 
qualified to direct Marquardt’s display divi- 
sion. 

Separate sales offices and showrooms, plus 
a converting department, will be opened 
Harter will announce his sales and 
art personnel, and new paper developments, 
in the next issue of DISPLAY WORLD. 


soon. 


Fluorescent ''X-Ray" 
Window Units 


Among new products recently to make 
their bow to the display field is a line of 
fluorescent show window lighting units said 
to be designed specifically to meet the exact- 
ing merchandising standards of today. Put 
out by Curtis Lighting, Inc., 1123 West Jack- 
son boulevard, Chicago, the 5-foot size uses 
the new 60-inch fluorescent lamp in each 
of the two reflectors. The smaller 3-foot 
size mounts four 36-inch lamps—two lamps 
are placed one above the other in each re- 
flector to obtain the same lighting intensity 
per foot as obtained with the 5-foot. size. 
In both sizes the unit has two asymmetric 
reflectors which direct the light to the dis- 
play area. Provision has been made for re- 
cessing into the ceiling and also for install- 
ing units end-to-end or side-by-side, and the 
equipment can be had with or without 
louvers. 


1941 Packaging Catalogue 
Completely Revised 

“Displays” is one of the fifteen divisions 
ot the 1941 Packaging Catalogue, just re- 
leased by Packaging Catalogue Corporation, 


122 East 42nd street, New York City. Com- 
Pletely revised, the 586-page volume con- 
tains much new matter never published be- 
fore. Primarily designed for the packager, 


the hook contains 500 new illustrations, basic 
charts, and diagrams, as well as inserts and 
samples of fancy papers and the like. The 
book is priced at $2.50. 
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Hansen Vest-Kit. Packed 1,000 
staples per Kit, 5 Kits per box 
of 5,000 staples. 







NDFUL° EFFICI 
DISPLAY AER! 


aareid well-equipped display and sign man 
should have this efficient combination— 
Hansen one-hand Tacker and Vest-Kit — for 


faster, neater display and sign work. 


Keep Tacker going with a ready, steady supply of 
Kit is of 


staples from Vest-Kit—near as vest pocket. 
special design for quick, easy removal of staples. 


This Hansen Tacker-and-Kit 
"handful of efficiency’. Send your order. 





combination are a 












A.L. HANSEN MFG. CO. 


Ravenswood Avenue 


504! 





CHICAGO, ILL 











NEW IDEAS for WINDOW DISPLAY 


are set up in our show room for your 


approval. 


Skilled experts are ready to work 
with you, along new ways in the 
display field and to carry out your 


own ideas. 


Come and see us. 


Decorative Creation & Art Flower Co., Inc. 


Manufacturers of Display Novelties & Artificial Flowers 


New York City 


26 East 22nd Street 














Mannequins 
.Y MWILEO 


* 
* 
* 
+ 
. 
7 


Mileo’s cppealing new 
is ready to sell for you. 
new faces and fgures styled for the 
new creations. M.en, women, and chil- 
dren featuring movable, 
able arms and flexible waists. 


for photos. 


West 36th St. i205 New York 


line 


interchange- 


for ‘41 
Flattering 


Sor WS real 


Write 


SEEN-IN-ACTION DISPLAY CO., 
261 FIFTH AVENUE, 





Sales Action 
»> DISPLAYS by 
Seen-in-action 


Inc. 


NEW YORK 



























eFISH NETS 
@BEACH CLOTHS 
@SUPERLAWN 


e @GRASS MATS 
@GRASS CLOTHS 
@ ANCHORS, 
STEERING WHEELS, 
MAHARAM LIFE PRESERVERS 
CAN FILL @COTTON ROPING 
EVERY @CORK, BAMBOO and 
DISPLAY CHROME PRODUCTS 
NEED @ DISPLAY PAPERS 
@NO-SEAM PAPERS 
@ LEATHERETTES 
@ QUILTFOILS 
. @SUMMER CRASHES 


and hundreds of other items 


1 rs 
FABRIC CORPORATI On. 
Complete Line of Display Fabrics & Accessories 


NEW YORK—130 WEST 46th STREET 


San Francisco 
830 Market st. 


St. Louis Los Angeles 
915 Olive St. 819 Santee St. 


Chicago 
6 E. Lake St. 














e NEW ALPHABETS 


Following Modern Trend 


e NEW SCRIPTS 


Useful on Store Fronts 


e NEW IDEAS 


For Sign and Display Men 


e NEW PRICE LIST 


Effective Jan. 31, 1941 


SPANJER BROS. 


Newark 


Chicago 
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March ... windy as a displayman with an 
increased budget .. . chilly as a mannequin 
in an island window . changeable as a 


“Cutawl” blade inspiring as a_ sales- 
man’s line... snow here, make-believe birds, 
and paper leaves... Fantasia... worthy of 
a high note .. gobs of displays mopping up 
conceivable maneuver from 


. the beige to brown family 


navy in every 


coast to coast 


tone up their fashion appendix for a major 
spring operation lassoed and riding 
high saddle accessories ideas as vast 
as the West itself . not to mention every- 
day things such as income tax, moving, the 
first robin, baseball camps, golden gloves, 
and wear your rubbers ... it’s still raining 
in California anyway, March... the 


month, not the command, comes of age on 
the twenty-first and it’s really spring whether 
the weather, whether or not... time marches 


Gracie Allen's definition of surrealism will 
guys.’ She says in 
“Surrealism 1s 


interest many of “youse 


of her serious moments: 








—''But lady! This is a display window; 
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CN BFR ANK G. BINGHAM Set 


the art of depicting nothing against a ba 
ground of complete nothingness—just 11 
sprinkling black pepper on a pile of coa 
Why didn’t you speak up sooner, Gracie: 
It's fun to howl at the umpire and most 
us do even from far out center field, but 
being the umpire and filling his shoes is a 
different story. In judging a recent Nelly 
Don dress contest, Findley Williams, W. 
Stensgaard & Associates, Chicago; Clinton 
Clark, The Boston Store, Milwaukee; J. R 
Mandel Brothers, Chicago, and the 
writer acted as umpires and good 
deal of time checking over hundreds of en 
from all sections of the country. As 
our decisions were carefully made, we knew 
full well that the bleachers howling 
at our blindness and pop bottles were flying 
hundreds 


Cor per, 
spent a 


tries 
were 


in our direction because out of the 
of good displays only a few could be win- 
ners. So to protect and comfort us 
our bleacher friends we turned to the philos- 
ophy of Bill Klem, veteran baseball umpire, 
never call 


from 


who says: “I ‘em wrong because 


hin. 


Qs 


VY 7 






































are out there!''— 


the fitting booths 
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my heart I know they're right.” Congratu- 
tions to George E. Fitzgerald, sales pro- 
tion manager, Donnelly Garment Sales 
(ompany, Kansas City, Mo., for a splen- 
didly conducted display contest celebrating 
silver anniversary of Nelly Don, and 
re’s hoping that girl stays in our windows 
another twenty-five or more. 


. Papier Mache 
MANNEQUINS 


ght 














Che spirit and humor of the English dis- 
, . ; : e ° 
playmen are as much alive as ever. Here * , e 
was a recent sign in the window of a drug ong e a ctive herwe! 
store in London: “Bismuth as usual during Str pisti" Feat 
Beautifully Sculptured—Every Detail Retained 
(With or Without Flexible Waist) 


altercations.” 
Lion and lamb thoughts: good slogan for 
any display inclosure: “Sales—begin when Porfect, Smooth Enamel Finish—Smart horsehair wigs beau- 


eyes are interested.” The number of good iifully styled. Featured in leading stores—popularly priced. 


addresses and the large attendance at the 
display session during the National Retail 
Dry Goods convention has added much to 
our prestige as a profession in retailing... 


Mannequins (Papier Mache or Plastic) 
Manufacturers Models, Display Forms 


Jobbers Territory Open . . . Write for Information 
Photographs Sent Upon Request 


AMERICAN MODEL FORM CO., Inc. 


120-26 WOOSTER STREET NEW YORK, N. Y. 


may the mid-year session in Chicago be as 
inspiring. . . . Charhe Merrill, now with 
Godchaux’s, New Orleans, is giving the 
Crescent City population plenty to talk about 
now that the Mardi Gras is over. 

d Charlie’s displays are good conversation in 
any port. ... “Daffy Over Taffy” ... three 
sweet words that J. R. Cooper, Mandel’s, 
turned into a battery of windows. 








: Cooper likes clam bakes, radio engineering 
i and tricky lighting effects, not to mention 
1. taffy . . . the Chicago Display Sales Pro- 
motion Club is living up to the word “pro- 
- motion,” which is two-thirds motion, by call 


ing long distance to invite displaymen a 
hundred miles away to their meetings. : 
I think Larry Dwiggins, veteran worker, 
spokesman, and writer for the Windy City 
club, deserves tour bells for his monthly 
bulletins . . . the Chicago Tribune had _ bet- 
ter look to its laurels . . . William Cahill, 
convention director, passed inspection before 
the South Bend boys recently .. . will the 
I. A. D. M. presidency be next, Bill? 

Chicago hasn't had a president since 1933 
when Haecker pulled it out of the bread 
line . . . George A. Haun, Cash Bazaar, 











Boise, Idaho, writes: “There is a little wild 7 Enables you to do accurate work quicker. . = 
talk that our landlord may give us a new ; SS. 
2 oy ee ime, r and material costs. ate % > a ey : ir 
front.” . . . | hope by this time you have * Cuts time, labo eeincsenemnememe ” 
tamed the landlord's words into action, > 4 Simply, easily and quickly operated. 3/10 Model... Junior Model 
George . . . a humorous note in the first * Substantially built, will last a lifetime. @JUNIOR BRISCHOGRAPH covers 4x4 
line of a red-haired salesman’s letter to . cony ond will enlarge to 
a : Pn ere - sahil rae * Thousands in use throughout the world. 4'x 4! 10 
recently: “I will see you with my new spring ; 
line right after lunch on Tuesday.” .. . | * Increases sales capacity and profits. @STANDARD 3/10 MODEL covers 7” x7" 
go home for lunch every day, so thank just CO Se ee SEES Pa $ 25 
go home ery day, Ss i S Just : billboard size 
the same, Baer... the United States savings @At your Supply Dealer or Direct 
| 1s | kl] . ll color at :; 7a @SPECIAL 3/10 HAS THREE LENS opti- 
onds booklet in full color at any post office New 1941 Catalog Now Ready— cal system. All brass mounting. Rack and 
has plenty of ideas for several patriotic dis- Send For It p'n’on act'on. | 50 
plays if vou like to use blow-ups ...a large Pertect definition 
number of displaymen throughout the coun- @ DELUXE MODEL COVERS 12” x 12”. Three 
try are taking colored photographs of their The BRISCHOGRAPH Co. lens system. Brass mounting in $100 
: 5 s“s beets on to" aluminum casting. Spiral action 
windows, which should have some possibili Our Fifteenth Anniversary 
tles as a convention feature, it seems to me 24 W. Weisheimer Road, Columbus, Ohio All Models come complete ready to use. 
ta ‘ sabia z Send for Circular showing Complete 
in our town they call them “snap-happy Canadian Distributor: Line and Accessories. 

bovs.”’ ]. G. Fraser, Ltd., Vancouver and Winnipeg 
i; coe on hage REDIKUT LETTERS 
By Darling Catalogue OPPORTUNITY EXCHANGE 

\letal and plastic display fixtures, mil- For any WANT AD purpose: DIE cuT CARDBOARD LETTERS 
linery heads, and papier mache forms and POSITION WANTED POSITION VACANT Popular sizes, styles and colors. Write for 
fieures are included in a catalogue just DISPLAY EQUIPMENT FOR SALE your samples and prices. Ask your Dealer. 
issued by L. A. Darling Company, Bronson, seinen an oa ene THE REDIKUT LETTER CO. 
Mich. Copies are available on request. a eee See = 524 S. Spring St. Los Angeles, Calif. 
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POOR DISPLAY IS COSTLY 
[Continued from page 5] 

We must always remember that when 
people view our displays, they are expressing 
an urge to buy. What our displays tell is 
very important because that urge to buy 
must be converted into action. We must 
have selling facts about every piece of mer- 
chandise sold in our store. These selling 
facts must be dramatized in both window 
and interior displays. 

Next comes the policy of our displays 
which, of course, is established over a long 
period of time and which is the identifying 
mark of our store—good, fair, or bad. If we 
will think in terms of national advertisers, 
we can quickly understand what we mean 
by advertising or display policy. For ex- 
ample, Chesterfield has always had a very 
clean-cut and interesting advertising policy. 
The same has always been true of Coca- 
Cola. Not only the name Coca-Cola is an 
identifying mark but also the type of layout 
and illustration and color scheme used. You 
always see very sweet types of young people 
illustrated in a lovable fashion and that be- 
comes a part of the Coca-Cola policy. We 
might think in terms of Interwoven socks. 
In all of their advertising you will note a 
definite policy as to logotype, colors, and 
the use of a certain kind of art work. 
Whether it be by one artist or another, it 1s 
guided by the Interwoven management itself. 
Thus you recognize the Interwoven adver- 
tisement, whether you see the name or not 
and obviously, the same is true of other suc- 
cessful lines to a great extent. Policy is 
important, regardless of the personnel that 
handles the displays; the institution and the 
display policy must and should continue 
once it is determined and once we know it 
sells goods and at the same time builds 
character and good will. When people buy 
gifts, they like to think that the name of 
the store from which it was purchased adds 
character and authority to the selection, 
even though the same item can be purchased 
in a dozen other stores; such is one indirect 
value of display policy. 

The greater importance today of good dis- 
play is widely recognized. For example, 
since 1929 in department stores, the display 
portion of the publicity budget has increased 
by about 75 per cent. If you have a good 
main street location, you pay a high rent 
because it is estimated that 128 of every 
1,000 inhabitants pass your store each day. 
This is called window display circulation 
and you are paying for it, whether you do 
anything about it or not. Display today is a 
job both in the window and throughout the 
store, too. 

It is estimated that 87 per cent of all pur- 
chases result from an appeal to. sight. 
Human minds think in terms of pictures, not 
in words. 

The average person passes a window 
within eleven seconds. Therefore, glance 
impressions of our windows are often de- 
cisive. If the passerby is interested and 
pauses to look at the display there is out 
chance to sell. The display must work fast 
... SO put over the theme or major point 
quickly. If it misses fire, nobody will stop 
for the details. 

Our problem is three-fold. First, to leave 
a good, indelible, general impression of our 
store front as it is seen at a glance. Second, 
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to incorporate in a display some focal idea 
that stands out and is quickly carried away 
as an “easy-to-remember” impression. Third, 
we must have the kind of display arrange- 
ment that does a good selling job after we 
have stopped people. 

Obviously, it is imperative that we stop 
more and more pedestrians. Surveys show 
that less than 3 per cent of passersby actu- 
ally stop at the average display. We have 
proven that this can be increased to 8 or 10 
per cent, and thus the sales producing value 
of our display improved several hundred per 
cent. After we stop people, we must be 
careful that we have something to show 
them that they will want to buy because it 
is important that we get as many people in 
the store as possible. Thinking in terms of 
jewelry stores, it would seem to me, there- 
fore, that it would be a good policy to have 
two or three small items for ladies and two 
or three small items for men always attrac- 
tively displayed. These, I believe, should 
be inexpensive items and should bear the 
price ticket. These should be items that 
people are encouraged to buy on sight be- 
cause they are outstanding, attractive, and 
good values. This plan gives us a_ better 
opportunity to attract into the store a larger 
percentage of the people who stopped to see 
our display. Other parts of the display obvi- 
ously should feature our regular merchan- 
dise, of seasonal as well as year-round 
appeal. 

Undoubtedly we must sell electric clocks 
or alarm clocks the year ’round. Undoubt- 
edly we must sell watches by types the year 
‘round, and undoubtedly there are many 
items that must be featured the year ’round 
in order that we may become known as hav- 
ing the best assortments and best values. 
All this becomes a part of our regular dis- 
play policy. Next, we have effective and 
dramatic features that are highly seasonal 
and these must be incorporated in our dis- 
play sales calendar. Stores by types can 
let their display policy sell the public as to 
quality or price. Decide your policy and do 
not try to straddle the issue—let the public 
know the kind of business you want— 
through your displays. 

Yes, we find that our display policy is diffi- 
cult to establish and that is all the more 
reason why it should be established and the 
more we work at it and the more we actu- 
ally try to establish it, the more solid it 
becomes. We appreciate that there is much 
about display that can be too expensive for 
any retail store to do and do well. We 
know, in our experience, that retailers in 
all fields are very appreciative of the manner 
and method in which manufacturers are be- 
coming more and more interested in doing a 
more intelligent job of assisting with dis- 
play. There are certain features of this that 
we believe can be explained to advantage at 
this time. 

For a reasonable period of time, many 
leading manutacturers—such as Elgin, Toast- 
master, Community, and Telechron — loan 
expertly designed and constructed displays 
to retail jewelers. Each of these effectively 
and dramatically features the merchandise 
items of these manufacturers. Of course, 
these displays cost a great deal of money 
which is amortized by loaning each display 
to a reasonable number of good retail out- 
lets, usually between ten and fifteen. Thus, 
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a very fine type of display is made availa 
and all in all, a quality service is render 
that means much to the jeweler who coope 
ates. The only cost to the jeweler is a sma 
incoming transportation charge which, aft: 
all, is a minor investment compared to t! 
original cost and should be provided for 
the retail display budget. The original ur 
of these displays actually costs real mon 
to design and develop. The reproductions 
the better displays cost at least one hundr 
and, many times, two or three hundred cd 
lars. Of course, there are others that cos 
less. 

All in all, when a retailer indicates to 
manufacturer that he makes excellent use 
these itinerant displays, he automatical 
encourages the loan of such displays which 
means that he is obtaining a service that 
would otherwise be impossible, or at an) 
rate too expensive, to develop for one store. 
We wonder if all retail jewelers really un- 
derstand and appreciate the full value of 
this service. Jewelers are getting more of 
this good help today than any other classifi- 
cation of retailer and it will rapidly improve, 
if rightly used, handled, and encouraged by 
retailers. Thus it can be worth hundreds, 
yes, thousands of dollars annually to the 
display of good stores. 

Certainly these displays should be used 
and trimmed in an attractive manner and 
given prominent space in order that they can 
do their full quota of selling during the 
period they are in the window. Stores, we 
believe, should be more careful in handling 
these displays because they are valuable. 
Even though the service is free, it should be 
encouraged rather than discouraged.  Re- 
member the next store wants the displays in 
good condition; therefore your cooperation 
in handling them carefully is important. 

Another recommendation has to do with 
timing a window display with a national ad 
vertisement of an important product. Sta 
tistics show that this definitely increases 
sales. And not to do it is like the golfer 
who stops his swing after the club strikes 
the ball. No follow-through! After all, 
such national advertising is local when it 
reaches thousands in your vicinity—and it is 
placed for your benefit. Cash in on it 
“pipe it into your store’—by showing the 
product dramatically so it is easily recog 
nized as advertised. 

In conclusion, this quotation from a lead- 
ing merchant prince is very appropriate, 
“Display is unexcelled by any other medium 
for direct merchandise publicity. The best 
printed or radio description or picture of 
merchandise never can be so effective as the 
merchandise itself.” 

We must have well-planned display pro 
grams. The old idea of slapping in a win 
dow in fifteen minutes is obsolete. We must 
have more time to plan them... we must 
develop a dramatic merchandising idea b« 
hind them we must develop a displa) 
theme of current interest to the greatest 
number of our customers. We must unde! 
stand that our windows reflect the characte! 
of the store and its management. 

Poor display is too expensive—do not tol 
erate it. Good display not only makes sell! 
ing easier but reflects the character of you! 
entire policy and business. I can think of 
no retail business that depends on good 
display more than the jewelry store of toda 
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Harry Jones Celebrates 
Golden Anniversary 

Fifty years in display is the record of 
Harry T. Jones, Adler-Jones Company, 521 
South Wabash avenue, Chicago, one of the 
best known and universally liked men in 
this field. Last month, on February 22, he 
celebrated his seventy-fifth birthday—not at 
home, but on the job as usual. 

Jones’ first venture in “display” came at 


the age of 10, when he was commissioned to | 
home for a July 4 | 


father’s 
celebration. His first actual display job was 
with a grocery store in Rapid City, S. D. 
He soon left for Chicago and started to work 
for P. T. Ryan, not now in business. 
several years with Charles A. Stevens Com- 
pany, The Fair, and Hillman’s, he became 
display manager for Mandel Brothers. In 
1916 he joined the Adler-Jones Company, and 
was president of the firm for many years. 


decorate his 


"Seamprufe" Contest 
Results Announced 

First prize in the national display contest 
sponsored by Aronson-Caplin Company, Inc., 
New York City, on “Seamprufe” slips and 
lingerie has been awarded to Tom Mele, 
E. W. Edwards Company, Syracuse; sec- 
ond place went to Richard A. Staines, Van- 
dever Dry Goods Company, Tulsa, and third 
prize was won by John Pinello, Hartley's, 
Miami. The judges were representatives of 
two advertising agencies and a_ publishing 
firm. 
Commercial Display 
Introduces Novelty 

An unusual display aid has been placed on 
the market by Commercial Display Studios, 
1020 West 11th street, Los Angeles, in the 
form of lacquered frames, birds, and the 
like, especially adapted for spring and sum- 
mer windows and interiors. Literature is 
available on the material, together with a 
number of other interesting novelties. 





Spring And Summer Catalogue 
For Ace Paper Company 

The Ace Paper Company, display division, 
has supplemented its spring and 
catalogue with additional literature describ- 
ing new Americana displays, and an un- 
“Velve- 
lur.” Literature can be obtained by writing 
the firm at 426 West Broadway, New York 
City. 


usual new plaid design on 87-inch 


Date Is Set For 
Indiana Banquet 

The eighth annual of the Merchandise 
Presentation Club, formerly known as the 
Northern Indiana Association of Display 
Men, has been set for the night of April 28. 
Frank G. Bingham, Robertson Brothers, is 
arranging the program. 


Joslin Now With 
Michigan Firm 
Ivan L. Joslin is now in charge of display, 
advert sing, and interior decoration at Glas- 
f0ws, Jackson, Mich. 


He was formerly em 
Plove 


in a similar capacity with the Herz 
Store, Terre Haute. 


summer 


After | 
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Member of Associated Display Equipment Manufacturers 


Originality begins here at Scheuer and is dra- 
matically interpreted in units of merchandising 
force planned to sell your product. 
and expert craftsmanship combine in flexible 
adaptations for your most exacting needs. 
Lucite is featured as a modern plastic in 
award quality originals and will play an im- 
portant part in your most effective displays. 


Send for your copy of Scheuer’s 


—SCHEUER 


ART METAL MFG. 


307 West 38th St.—New York, N. Y.—LAckawanna 4-3005-6 
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THE SPOTLIGHT OF DRAMA IN MODERN DISPLAY 
FIXTURES DISTINGUISHES THE NAME OF 


Design 





1941 Catalog today. 


co. 











Roto-Sho 


table. 





tops and other size discs. 





—=«usE MOTION 
To cet ACTION” 


FROM YOUR DISPLAYS 


A new and improved Noiseless horizontal Electrical turn- 
Adds interest to your displays, and shows off mer- 
chandise from every angle. 


Carries from 
2 oz. to 200 lbs. 16” table—standard size. $8.95 


The perfect vertical revolving backdrop for displays. Shows off 

merchandise to best advantage—Attracts attention to your displays. Kp 
36” plywood wheel, standard size. Carries 25 lbs. $2] 50 Hy (je I 
OPI URIS Sf 6.050). yo dag ea ra eh ga alae eal . iI @ : 
Roto-Sho and Roto-weel put MOTION INTO YOUR DISPLAY, ATTRACTS iets, wy! 
ATTENTION and STIMULATES BUSINESS. They revolve 3 times a minute, Nid 


are unconditionally guaranteed for one year—and are available in mirror Up th" 


Send for Illustrated Leaflets 


KLARION MERCHANDISING CORP. 


17 WEST 45th ST.. NEW YORK CITY 








Roto -Weel 

















NEW CARPETS for OLD 


Use DY-O-RUG to renew or re-color worn or 
faded carpets, overnight without removing 
from the floor. @Perfect for use with air-gun or 


re-coloring Draperies. @All colors and black. 


For complete information and sample (color 
selected should be same as in present carpet, 
or darker) write 


HELMS CHEMICAL COMPANY 


1014 N. Harlem Ave. River Forest, Ill. 








““FLAME-GLO” 
FLUORESCENT PAINT 


Many Vivid Colors. Write for Details. 


FLAME-GLO CO. Inc. New” fone “Oty 














@Please Mention DISPLAY WORLD When 
Writing Advertisers 








145 to 15l 
W. 18th St. 
New York 


Write for New 
Catalogue “D” 











Set 


your 
merchandise 
stage for 


SPRING 


and 


with 








GLOSSI- 


ROLL 


DISPLAY IDEAS 


Here are "scenery" details for 


window and interiors that in- 
sure glamour and liveliness and 
real salability to new Spring 
and Summer merchandise. Your 
plans deserve the best and 
the most colorful settings. 
The GLOSSI-ROLL originations 


merit your most earnest consid- 


eration. 


EXCELSIOR 


PAPER SPECIALTIES 
CO. INC. 


622 W. 57 ST., NEW YORK 
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Chicago Club Stages Darty 


made at the 
March 3 meeting of the Display Sales Pro- 
motion Club, Chicago, at the Columbia 
Yacht Club. Probably no other display group 
a rocking boat with 


Some sort of record was 


ever held a meeting on 
huge ice cakes banging an accompaniment 


and a blizzard throwing sleet 
and snow against the portholes. 
the conditions under which forty-four hardy 
members gathered to participate in a “Dis 


Information Quiz” and buffet lunch. 


on the sides 


These were 


play 

Jack Pollari, Madigan’s, who had to pinch- 
hit for Carl Haecker, Montgomery Ward & 
Co., as master of ceremonies, virtually out- 
Haeckered Haecker with the breezy and en- 
tertaining which he conducted the 
Many a bright displayman went down 


way in 
quiz 
under ambiguous questions which were pur- 
posely made difficult to understand, let alone 
The more serious queries did not 
stump the contestants, however, with J. R. 
Mandel Brothers; Del Le Sage, 
Marshall Field & Co., Evanston, and Perry 
Ward & Co., being the 


answer. 
( ooper, 


Smith, Montgomery 
star performers. 
Krank Jungewaelter, executive secretary 
—Chicago club members in festive mood... . 
Upper left, left to right, Max Palmer, John 
Murray, R. R. Jericho, George Hermanson 
(seated), president of the club; Carl Gestrine, 
and Sol Heller. . . . Upper right, Perry Smith, 
R. M. Shepardson, Carl Shank, Jr., and wife, 
K. F. Franz.... At the bar, M. Goldberg, Lew 
Cohn, Del Le Sage, Sam Cohen (top), Phil 
Goldberg, William Cahill, John Sullivan, Jack 
Pollari, Harold Wilson. . Lower left, Karl 
Schlecht, J. R. Cooper, Dave Rosen. . . . Lower 
right, Frank Jungewaelter, Gordon Braver, Del 
Le Sage, M. Goldberg— 


of the Associated Retail Bakers of Am« 
gave a remarkable performance of his 
man-band act. 

William Cahill, Goldblatt’s, 
plans for the 1941 convention of the I 
national Association of Display Men, 
Perry Smith, chairman of the “Display 
portion of the convention, st 


reportes 


morrow” 
that 
completed and that all indications poi 
in this feature. 


arrangements for this event had 
unusual interest 

As officially announced, the following 
pointments have been made for the vat 
committees which will handle the conver 
details: convention chairman, William 
hill; honorary chairman, George L. Hern 
son, Republic Building Shops; assistant « 
vention chairman, Perry Smith; vice-cl 
men, Del Le Sage, Harold Wilson, Hord 
and Gordon Brauer, Washington Shirt ( 
pany. The advisory board is made up o 
Carl Haecker, John Chord, Marshall Field & 
Co.; John Pollari, Chas. A. Stevens Com- 
pany; J. W. Campbell, Carson Pirie Scott & 
Co.; Howard Oehler, Wieboldt’s, Paul 
Wertz, The Fair Store. 

The following are chairmen 


and 


for their re- 
spective committees : Carl Ges- 
trine, Butler Brothers; entertainment, John 
Courtney, Sears Roebuck & Co. Loop store; 
decorations, R. R. Jericho, The Boston 
Store; publicity, Les Barofsky, Morris B 
Sachs; reception, Harold Wilson; “Display 
Tomorrow,” Perry Smith; photo 
Karl Schlecht, Lord’s, Evanston; demonstra- 
R. Cooper; finance, Jack Pollari; 
Ackemann’s, 


speakers’, 


contest, 


tions, J. 


registrations, John Homer, 


l-lgin. 





ore, 


ston 
B 


play 


itest, 


stra- 
lari; 


nn’s, 
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Greneker Studios 
Signs With Union 

rreneker Studios, 250 West 54th street, 
New York City, has signed a contract for a 

on shop with the Display Fixture. Work- 
ers Union, affiliated with the American Fed- 
eration of Labor. The studio, which makes 
mannequins, signed voluntarily after a ma- 
jority of workers had signed. The contract 
provides for a closed shop, substantial wage 
increases, time-and-a-half for overtime, and 
seven holidays a year. A novel feature of 
the contract calls for a joint union-manage- 
ment committee which will meet regularly 
and discuss ways of improving production 
methods, efficiency, production costs, and 
other problems. 


George Feinberg Survives 
Georgia Plane Crash 

One of the survivors of the airliner crash 
near Atlanta the night of February 27 was 
George Feinberg, vice-president, Dazian’s, 
Inc., 142 West 44th street, New York City, 
who was on his way south on a business 
trip. Like most of the passengers, eight 
of whom were killed, Feinberg was asleep 
when the plane crashed into the ground. 
Clad only in pajamas, he was thrown clear 
ot the wreck and wandered through the 
countryside for some time, in bitterly cold 
weather, trying to locate aid for the victims. 
Feinberg was not injured in the wreck, but 
suffered considerably from shock and ex- 
posure. 


Display Course Offered 
By University 

Earl T. Platt, assistant director in charge 
of supervised correspondence study, has an- 
nounced a new course in “Merchandise Dis- 
play for the Small Retail Business,” as com- 
piled by the University Extension division 
of the University of Nebraska, Lincoln. The 
correspondence is so designed as to be prac- 
tical and yet allow the student to do some 
exploratory work if he is seeking guidance 
concerning a career in merchandising. <A 
catalogue describing the university's wide 
variety of courses can be obtained from the 
above-mentioned address. 


Disney Character Patterns 
Featured By Reyburn 

The new spring and summer catalogue of 
Reyburn Manufacturing Company, Allegheny 
avenue at 32nd_ street, Philadelphia, an- 
nounces a number of displayers, plaques, 
panels, valances, and the like in which the 
familiar characters of Walt Disney are the 
chief figures. The catalogue, copies of which 
can be obtained on request, also shows a 
variety of materials and designs for these 
two seasons, including die-cut decorations, 
awnings, venetian blinds, woodgrains, and 
the like 


Remodeled Showrooms 
For Dutch & Son 

Samuel C. Dutch & Son, 487 Washington 
Street, Buffalo, has just completed redecor- 
ating and remodeling the firm’s showroom. 
\ wide variety of display materials and 
equipment is on view, and the company has 
added several members to its staff better to 
ser its territory. 
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Send Stock 


for = Size 
Our ue 222" x28” 
Special 
Introductory 


(Assortment 


ALSO Distributors of: ‘4No-Seam’”’ 


THE ORIGINAL AND PREFERRED EXTRA WIDE SEAMLESS 


BACKGROUND PAPER—37 WELL STYLED COLORS 
FASTULITE FOLLS AND MAMOUTH ROUND TUBES 
EXCEPTIONAL LINE OF “NUART” PANELS AND VALANCES 


COY, DISBROW & CO., INC. 


686 GREENWICH STREEET NEW YORK, N. Y. 





1941 CRESCENT ‘ 


00 SERIES CARDBOARD 


WITH 






This new EXTRA TOP COATING offers you a superior 
ONE STROKE SURFACE , improved ERASING QUALITIES, 
and brighter COLOR VERSIONS. The Smooth Texture, 
Non-fading and Non-bleeding Qualities , and 14 Ply Lam. 
inated Middle , introduced as original features, re- 
main unchanged. 


We invite you to try the 1941 Model Crescent 
1100 SERIES Board.... the“most modern 
board” manufactured. SAMPLES ON REQUEST 


G Product 
CHICAGO CARDBOARD COMPANY 


666 WASHINGTON BLVD. CHICAGO, ILL. 


Gore Sale by Leading Dishibulors. - Everywhere ! 
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Sell With MOTION 


If you want to sell displays ... animate them. 
Add to their selling power with motion—motion 
that forces attention, that tells more, that dem- 
onstrates, emphasizes, stages and explains... 
that assures larger audiences, better spots and 
longer showings. 


SpeedWay is Animation Headquarters 
For the manufacturers of displays, SpeedWay 
provides: 

(1) An extensive line of dependable 110v back 
geared, flea powered display motors and 
mechanisms. 

(2) 110v animation units (pendulum units) as 
low as 50c each in quantities. 

(3) A complete line of electric display turn 
tables (skeleton or housed, 2 lbs. to 500 lbs. 
capacities). 

(4) Free Technical Service to display men. 

SpeedWay animation experts work out the 

most practical way to obtain specific mo- 

tions, speeds, synchronization, packaging, 
etc. 























Animation makes displays easy to 
sell . . . makes them profitable to 
buy. Write for new Animation 
Manual and Motor and Turntable 
Catalog Sheets. 


SpeedWay Mig. Co. 
, 1839 S. 52nd Ave. 
Cicero, Ill. 

















FOR THOSE 
SPRING WINDOWS 













Take advantage of these unusual! Tropi- 
cal fixtures for those Spring Window 
Displays. . . 
Portable Banana Palms..... $19.50 
Spiral Rattan Umbrella..... $22.50 
Matting Umbrella 
Portable Coconut Palms... .$12.50 
Umbrella Tables, ea........ $25.00 
rer: $ 1.50 
Tapa Cloth, approx. 4x$....$ 5.00 
We also manufacture a complete line of 
Tropical Display Accessories, Rattan Fur- 
niture, Bamboo Blinds, Matting, etc. Con- 
sult us first for all your display problems. 
Terms Cash, 10% with Order, 
FOB Los Angeles 


TROPIC SHOP 


4568 Beverly Blvd. Los Angeles, Calif. 
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Aluminum Shortage Produces 
New Plastic Product 


Due to the priority demands of the na- 
tional defense program, a serious shortage 
of aluminum products in the commercial 
fields, including display, is faced by fabri- 
cators of this type of merchandise. In view 
of this situation, the R. D. Werner Com- 
pany, Inc., 380 Second street, New York 
City, finishers of extruded metal moulding, 


recently announced a new line of plastic 
products under the trade names “Plastik- 
mould” and “Plastiktrim.” These plastic 


products are made in a wide range of colors 
in similar shapes and sizes as now supplied 
in aluminum, and also include rods, tubes, 
and other commercial items both flexible and 
rigid. P. C. Goodspeed is in charge. 


Werner Leburg Joins 
Decorative Creation 

After three years as chief designer for 
Select Art Flower Company, New York City, 
Werner Leburg has resigned to accept a 
similar position with Decorative Creation 
& Art Flower Company, Inc., of the same 
city. 
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Short Illness Fatal 
To Mrs. Maxwell 

Gladys Maxwell, wife of Frank D. M:; 
well who is head of the firm of the sa: 
name at 240 West 40th street, New Y: 
City, died Thursday, February 27, afte: 
short illness. Mrs. Maxwell had been as 
ciated with her husband in the display bu 
ness since 1928, coming to New York f: 
Seattle. She was an officer of the compa 

Her pleasing personality had won for |} 
a host of friends among displaymen and o 
ers who will be shocked at the news of her 
death. 

surial took place in Tacoma, Wash. | 
sides her husband, Mrs. Maxwell leaves her 
mother and three sisters, all residing on t 
Pacific 


Change Of Address 


For Colorvision 

Colorvision Ads, Inc., and its 
company, Lumenplastic Corporation, maker 
of illuminated cut-out plastic letters and dis- 
plays have removed to enlarged quarters at 
333 West 52nd street, New York City. Mort- 
imer Norden continues as general manager. 


coast. 


associated 





—by Tony Brinker 





- & O} 
FREIGHT ort. ! 


.., SPENT TWO SEASONS @N THE ROAD WITH 
ONY SKAG'S MARIONETTES AS PROPERTY MAN 
AGER, MAKING SURE BAGGAGE AND PERSONNEL 
WAS NoT LOST ON THE WAY AND ALSO SUPERVISED 
THE SET-UP AND BREAK-DOWN OF THE SHOW AS 
WELL AS DOING EMERGENCY REPAIR WORK ON 
ALMOST EVERYTHING 

sss MAINTAINED HIS OWN DISPLAY STuDIO IN 
NEW YORK CITY. JOINED INTERIOR DISPLAY 
STAFF OF LORD & TAYLOR NEw YORK CITY, IN 
1930 SEVERAL MONTHS LATER BECAME 
DISPLAY MANAGER FOR 0-N. ADAM & CO, OF 
BUFFALO, AN AFFILIATE OF LORDE&“TAYLOR 


COGSWELL 
GROMWECE 


DISPLAY DIRECTOR, 


THE H.&-S.POGUE CO., 
CINCINNATI, OHIO 


WE LEFT THE MASSACHUSETTS SCHOOL OF 
ART IN 1928 — FIRST WORKEO AS STAFF 
ARTIST FOR BOSTON FIRM DESIGNING 
CANDY BOXES, Gum WRAPPERS, 
TOYS, GREETING CAROS ETC FOR 
THE VARIETY TRADE , 





_HAS BEEN WITH 
POGUE'S THE PAST 
two YEARS 






OXAY, TLL 
OPEN (Tt FOR 
A BUCK— 














LOCAL e ” NG VOCcAT 10N, scw 
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ANIMATION MECHANISMS 





Difficult mountain crags do not baffle 
the Chamois-he takes them with ease. 
Nor do difficult animation tasks baffle 
FLEXOACTION units. Use them on 
your next job. Be sure of your ground. 


TURNTABLES —30 TO 1000 LB. DISPLAYS 


MERKLE-KORFF GEAR CO. 


211 North Morgan Street Chicago, Ill. 




















- « BAMBOO 


Put that Tropical Appea]! 
in your Spring and Summer Displays 


with NATURAL BAMBOO .. 


Immec liate delivery from the largest stock in the 
U. All sizes from % inch to 7 inches in diameter. 


COMPLETE LINE OF NOVELTIES 
Write for our Catalogue and Price List 


TROPICAL Floor and wall coverings, 
matting, Chinese hats, 


trays, tapa cloth, thatching. 


PACIFIC BAMBOO PRODUCTS, INC. 
\oor-1s Eleventh Ave. Los Angeles, Calif. 




















SHOW CASES 


Ask for our New Catalog No. 41 
of modern, low priced cases. 


Detroit Show Case Co., Detroit, Mich. 














“Let us help solve your ‘prop’ problems” 


The Prop Shop 


142 EAST 32nd STREET NEW YORK CITY 
Phone LExington 2-5973 

Complete Backgrounds Rented or Built to Order 
t Reasonable Rates 











TER & CHANDLER AIRBRUSH 


: ORL particular artist 


Send for Catalog $2 


THAYER & CHANDLER 
910 W.VAN BUREN ST., CHICAGO. ILL. 

















GLASS SILK (SPUN GLASS) 


Beautiful Waterfall, Ice and Snow Effects, Motion 
and without Colorful Lighting, Pure 


Displays with 
White and Colers—Fireproof and Verminproof. 
When you visit New York be sure to see our 
New York display. 
If Your Jobber Does Not Handle 
GLASS SILK Order Direct... 


Manufactured by FRIEDRICH & BESMOCE 


New York ane: Millville, N 


presentative: 7 E. 42nd ‘st, New York 











WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
314.N Eutaw St. Baitimore, Md, 


a 
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1. A. D. M. NEWS 
{Continued from page 26] 
are to another and sincerely endeavor to up- 
hold that reputation. 

“T would suggest that upon receipt of this 
letter, you give me a ring on the phone and 
I will tell vou at that time exactly which 
spaces are open and we can settle the whole 
matter, I hope.” 


We have played 100 per cent square with 
all exhibit space. The telegram referred to 
was received at 5 p. m., after $3,700 worth 
oi other orders had been accepted and con- 
firmed in the order by which they had ar- 
rived. Under those circumstances the sender 
of the telegram naturally could have choice 
only of space available at 5 p. m. 

I hope that all of this will in some way 
explain the deluge of requests that we have 
had for exhibit space. We have sold all 
of the sample rooms on the first floor. We 
have sold all of the sample rooms on the 
second floor, and a lot of rooms on the fifth 
floor. We have sold most all of the space 
on the mezzanine and about half of the space 
in the exhibit hall. Now, because there are 
a number of large exhibitors who can not 
find a space large enough for them, we are 
about to open up the lower exhibit hall in 
large sections. This takes in five different 
fleors and if the I. A. D. M. convention con- 
tinues to grow we will have to take over 
the “House On The Root.” 

It looks as if we are going to need all five 
of those restaurants in the Hotel Sherman 
and maybe have a half-dozen concessions 
with hot-dog stands, besides, in order to see 
that everybody gets fed. 

The Chicago Display Sales Promotion 
Club, in recognition of the increased impor- 
tance of this over any other convention held 
previously, has entirely revamped the pro- 
gram so that it will be a highlight in the 
history of methods by which to present the 
technique and psychology of display with a 
zest that will make it possible for you to 
absorb this post-graduate course with an 
ease and enjoyment that you never before 
considered possible. 


Birdseye Develops 
New '"'Floodlite” 

A new Birdseye “Floodlite” has been 
placed on the market, delivering a concen- 
trated flood of light in a medium-spread 
beam said to be especially effective for dis- 
play purposes. It is made in the “RE” bulb 
shape to take standard type color clips and 
filters. For interior lighting, its short bulb 
length can be completely recessed in old o1 
new modern ceiling fixtures. It is made in 
a variety of watt sizes and voltages by 
Birdseye Lamp Sales Diviston—Wabash Ap- 
pliance Corporation, 335 Carroll — street, 


Brooklyn. 


Arkow Leaves Gimbel’s, 
Philadelphia 

Edward Arkow, for the past several years 
in charge of display at Gimbel Brothers, 
Philadelphia, has resigned. His future plans 
have not yet been announced. He is suc- 
ceeded by Paul Lord, for the past eleven 
years art director of the store’s advertising 
department, and prior to that time with 
Marshall Field & Co., Chicago. 
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LOW COST 
DISPLAY OF 


Children’s- 
Wear 


FULL HEADand SHOULDER FORMS 
DURABLE—CAST IN DARTEX FOR 
BOYS AND GIRLS IN 
LAR SIZES, 4, 6, 8, 10, and 12 year. 


Entirely New 


These attractive units answer a long 
felt need for complete line. 





Dresses, Coats, 


ensembles. Forms have Built-in Set 
Screw fitting, slips %” ig 


No. H-151 GIRLS 


* No. H-156 BOYS 


SPECIFY AGES 
° 
RC BARE STAND 


own on girls 
form 7 ase 
10/60” extension 


Each $2.20 


No. 152 ane Me he se 
le 


DISPLAY HEADS 


SMARTLY DESIGNED and SCULP- 
TURED, for Showing Children's head- 
wear. In all ages, 4, 6, 8, 10, or 12 year 
Heads shown at left same series as FULL 
HEAD and SHOULDER FORMS ABOVE 
HEADS CAST IN DURABLE DARTEX 


H-157 GIRLS $ 
#160 BOYS 18;0° DOZEN 


PLEASE SPECIFY AGES DESIRED 


ORDER YOURS NOW 


DISTRIBUTORS IN ALL PRINCIPAL CITIES 


ING 


NS 
SAYS 


DISPL 


L. A. DARLING COMPANY 
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Mus 10 PLEASE He 






ACHIEVED WITH 


‘DISPLAY 


CONTROLLED LIGHTING 








lighting problem—our carefully considered solution 
will be mailed promptly and without obligation. 







254 WEST 47th ST. NEW YORK. N. Y. 






















JOBBERS!| Gyiiguiae 


TRANSPARENT SHADES 
Important | 


NEW 9 INSURE 


YOUR 













N fy, WINDOW 

LINES Ie DISPLAYS 

oa AGAINST 
: FADING 


dren's man 
neque. and SUNFILTER SHADE CO. 
once all 1063 South La Cienega Boulevard 
a : Los Angeles - - California 









lustra wigs 





in latest 





coiffeur fash 


ions. We of "SUNFILTER" SHADES ARE 
er style an CUSTOM MADE 


durability at 










lowest prices. Delivered Complete and with All Fixtures 
Write for EASY TO INSTALL 
photos 





Over 1,000 "Sunfilter'’ instalaltions. Send 
f if i 
DISPLAY MANNEQUIN, Inc. seusiue “eddie * eam aaa i 


257 WEST 17th ST... NEW YORK approved by the F.H.A. . . . Write today. 


File Your Copies i 
pispLaYy worLD BINDER 


A CLICK AND MAGAZINES ARE BOUND 



































No punching or marring of maga- In addition to their practical use, 
zines necessary. A click and the PERMO BINDERS are so handsome 
magazine is in... any issue can be in appearance that they turn your 





quickly and easily removed without magazines into de luxe library edi- 
disturbing the other magazines in tions of beautifully bound books. 


the binder. One binder holds 12 Send check for $1.50 for each 
issues. binder desired, $1.75 foreign. 


DISPLAY WORLD. Cincinnati, Ohio 















Dramatic, successful displays are assured with con- | 
trolled lighting. Send complete detail of your 


DISPLAY STAGE LIGHTING CO., INC. 


| 
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Williams Catalogue Features 
"Patina Finish'’ Forms 

“Patina Finish” in newly designed { ms 
and fixtures is featured in the new catal: sue 
of Jas. B. Williams, Inc., 498 Seventh — ve- 
nue, New York City, just off the press. [he 
special finish is produced by a patented ; oc- 
ess by which thousands of tiny piece of 
paper are applied and so treated as to ‘ive 
a hand-wrought or sculptured effect, wh a 
dull, burnished surface that has the ap; ar- 
ance of antique marble or metal, or ine- 
grained woods. 

This finish has been applied to mas ine- 
quins, millinery heads, relief forms, and 
novelty displayers. The construction is ex- 
tremely light and durable; it is said not to 
chip, fade, or require any painting. 

Many other new items are included in the 
catalogue, which is done in three colors and 
contains fifty-six pages. The cover is espe- 
cially attractive. 


Cahill Addresses 
Indiana Club 


Thirty-eight members of the Merchandise 
Presentation Club attended the organiza- 
tion’s February meeting in South Bend, Ind. 
William Cahill, Goldblatt’s State street 
store, Chicago, who is also director for the 
International Association of Display Men 
convention scheduled for Chicago in June, 
was the featured speaker. He traced the 
development of merchandise presentation and 
compared the various divisions of display 
and their functions. Particular stress was 
placed on the importance of the display de- 
partment’s personnel and the need for trained 
men. 

Several Chicago displaymen attended the 
meeting, including Carl Gestrine, Butler 
Brothers, L. J. Dwiggins, Reyburn Manu- 
facturing Company, and George Hermanson, 
Republic Building Stores, who is also presi- 
dent of the Chicago Display Sales Promo- 
tion Club. Hermanson made a briet talk, 
after which the Chicago guests were in- 
vited to serve as the experts in a display 
information quiz. Al Parke, likewise trom 
Chicago, carried off top honors, a few points 
ahead of Dwiggins. 

The annual banquet of the Merchandis 
Presentation Club will be held in South 
Bend on April 28. The following committees 
have been appointed: general chairman, Les 
ter Swartz; program, Frank Bingham, Les- 
lie Moorhead, and Fred Hartman; publicity, 
B. L. Taylor, Robert McGuire; advertising 
program, William Neutzman, Martin Alt- 
man, Paul Busalski; decorating, Lorin 
Lavingood, C. Baringer, Harry Winchester 
tickets, Herbert Kristowski, John Frozik, 


Harold Smith, and L. G. Harris. 


| Catalogue Deals With 
| Light, Color, Action 
A brochure featuring a number of 

adjuncts has been produced by Fisch« 
hibits, Inc., 120 East 16th street, New York 
City. The equipment shown ranges from 
display booths and exhibit work throug 
turntables, mechanical books for «ispla 
purposes, cut-out letters of various 
and display fixtures. Copies of the cat 

| are available on request. 
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Qashion- Vane 








veers now to: soft 


Fashion 
dropped-over-the-edge seams, demi-dolmans, 


slender suits, slender suit-dresses, purples 
and tender greens, more beige-to-browns, 
more bright green, more red, lots of it, and 
quantities of navy blue. 

Yes, literally oceans of navy blue! Navy 
blue with navy blue and white, or with red, 
with beige, with spring greens and yellows. 
The anticipated pre-Easter 
navy shows promise of increasing a hun- 
dred-fold. But then, in lesser proportion, 
so may the popularity of other colors. An 
earlier statement in this column is becom- 
ing increasingly significant. Any color is 
smart if well-dramatized. 

The first bid of capes for attention has 
met with much response, too. Now capes 
swing out as the style leaders. For the 
season it’s to be capes: daytime capes that 
are slender and severely swank, if full 
length, with superbly fitted shoulders as well 
turned as in a fine coat. 

The full-lengths will out-number the cape- 
lets and other shorter types, and straight- 
ness will distinguish them, whether they be 
military or any other type of casual types 
topping wool suits or tailored dresses. And 
this straightness will be found in the sep- 
spring 
dresses, as well as in the so-termed softer 
appearing in 
Fullness isn't a point this season. 


arate casual capes to wear with 


capes afternoon cape-suits. 
About evening capes, there’s much news, 
ranging from the full length stage-like won- 
ders, to the brief and soft little shoulder 
draws of fur that are, incidentally, the re- 
sort news at this writing. (Stoles, too.) 
An early interest in the out-and-out cas- 
ual suit can scarcely be said to be slacken- 
ing at this moment, for it’s suits, suits and 
more suits that everyone wants, and Amer- 
ica has a liking for beautiful casual wool- 
ens. But it is important to dramatize these 
casuals immediately, especially those of true 
casual type fabrics, because the pre-Easter 


turn to somewhat dressier fashions has 
actually begun. 

Proof of that is in current early interest 
Not only in the trig and trim navy costumes 
AE ee tvpe, but in the dress-like 
Coats and suits with rococo trapunto or self- 
braid. Sleek and slender lines, necks offer- 


Ing opportunity for, or having their own, 


touches of white, the simple but elegant 


these are the styles that soon will be first 
choice 

Risiy above the crowd of significant 
spring tashion points are head and _ shoul- 
ders, ‘pon the latter rests a major re- 
sponsil lity for the “New Look.” — Soft 
shoulders are the focal point in the tailored- 


shoulders, 


popularity of 


RT Rem aels ie By FRANCINE POST ee 


but-feminine, slim-but-not-severe look. <All 
hats are the imaginative final touch of new- 
Part and parcel of the current bang 
and pompadour and otherwise uppish coit- 
fures, the new hats complete, ves, are neces 


ness. 


sary, to today’s coiffures. 

From a timid beginning to a position of 
dominance today is the record for the new 
soft shoulders. Acceptance is now a_ fact 
and it is but a matter of a very short time 
until the rounded shoulder line will be the 
rule. Squared-off already look 
dated to many women, and in no time this 
will be the widely held view. But of course 
padding will continue, a new kind, that 
smooths and rounds the natural line. 

From the ears up the above mentioned 


shoulders 


bangs and pompadours have gained accept- 
ance to the point where the already-back-on- 
the-head hats were forced to remain there 
But the new coiffs have suggested countless 
variations on the exposed fore-lock theme. 
and pure-fantasy to very-much-hat describes 
the head-pieces at either extreme as a re 
sult. 
Generally speaking daytime hats fall into 
these classes: the suit hats, tailored in felt 
and straw, include postillions and feminine 
fedoras, padre brims to bonnets, sailors and 
bretons—but all with the tailored touch, 
whether veiled or not; the flowered hats, all 
and the big hat, really big 
this time, gigantic for this early in the sea- 
son. The latter, in straws, felts, and soitly 
handled fabrics, include bumper brims, ex 


kinds and types; 


tended bonnet brims, sombreros, and a new 
covered-wagon bonnet 
styles may be flower accented or may have 


idea. These larg: 
feathers and ribbons and hatpins. 

Not in any one, but distributed among all 
three of these groups are the distinctive hats 
Sometimes this 


with balanced trimming. 


turns out to be Chinese decor on a_ true 


Chinese silhouette hat, sometimes matched 
flower sprigs on a prissy little sailor straw, 
matched bows behind as in the pigtail hat, o1 
the flowers over both ears as in the case ol 


the “debutante’s delight” the  snood-on 
bievele-clip, flower-laden 
Mention of hats, or any accessories fot 


that matter, brings up the new functional 


With the trend 


miably to the casual, the responsibility of 


theme of fashion. unde 


grooming a costume falls to the accessories 
Look for greater and greater promotion « 
different acce ssory styles to go with one cos 
tume to make it appropriate to many occa 
sions. 

Think of the so-called dressier spring cos 
tumes. Most of these can not be said to be 
actually out of bounds as far as the big 


casual classification is concerned. Simple 
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MAKE YOUR DISPLAYS 
“SINGING SELLERS” 


WITH SPARKLING DISPLAY COLORS 
and EASY, FAST AIRBRUSHES. 


You'll Make the Most of Your 

Easter and Spring Displays by 
giving them that Attention-Getting Brilliance and 
THREE-DIMENSIONAL treatment that only PAASCHE 
Colors and Airbrushes give Here’s Two ‘Sure 
Fire” Attention-Getting, Hard-Selling and Timely 
Displays for Windows and Counters:— 


1. EASTER DISPLAY — For those 
Easter Eggs use Paasche Tempera 
White, — line ‘em in red, yellow, 
and green. The Bunny looks best 
lined in black, and cut-in with 
white and light magenta. Make the 
base in black, red, and yellow, and 
the background in yellow-greens. 


2. SPRING FASHION REVIEW DIS- 
PLAYS—A Romantic Display with 
the girl, or girls, (can’t seem to do 
without them!) in black, white. 
erchid or pinks, and magenta or 
red and yellow. Lettering in black 
and white. Use backgrounds in maroon and ver- 
milion with a panel in white and outlined with 
silver metallic. Then you'll have two real ‘Stop- 
p-ng Sellers’. You can “whip-up” your displays 
in a few minutes with a Paasche Displayman’s 
Airbrush Unit and Colors. 


YES SIR!—Colors that are 2 to 3 times more finely 
ground ‘cause they‘’re made especially for Air- 
brushes—so they’re Best for Wash Drawings and 
Pen Lettering too! Paasche Colors are defnitely 
Cpaque, Dry Fast in a few seconds so you can 
work over them, will Not Bleed, always give you 
an Even Tone and Never Crack or Chip. You can 
dilute them to the extreme extent and they'll retain 
their Tone Value. And You'll Save Dollars in 2 
Ways:—1l. More Coverage; 2. They‘re economically 
priced at only 20c a 2 oz. jar, or $2.20 for a dozen 
assorted colors. 


Why Not See For Yourself? You can’t lose for 
they’re guaranteed! Simply order from your Art 
Dealer or just tell us the assortment you want and 
we'll send them to you at once. We'll gladly send 
vou FREE AIRPAINTED COLOR CHARTS and the 
NEW ARTIST’S AIRBRUSH BULLETIN P10-D3.—SO 
WRITE TODAY. 


easche Hirbuush be 








1911 Diversey 
Parkway 
Chicago, III. 








Season's Sensation! 


LOOSE LAWN 


The Luxurious Matting 
that can be shaped to fit 
Any Design or Window 


IT'S LOOSE---S0.. . 


You can cover fixture bases—use 
as grass matting—as moss or be- 
tween stepping stones 
flower base to give natural effect. 


covers 


Just gather up— may be used 


over and over. 


$9.00 


Per Carton 


CARTON COVERS OVER 20 SQ. FT. 
11, IN. THICK 


Available in Grass Green, Yellow, 
Chartreuse, Turquoise, Pink, 
Dk. Blue, Red Brown 


SALES PAPER & SUPPLY CO. 


487 Tehama St. 
INQUIRIES 


San Francisco, Calif. 


DEALERS INVITED 
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OPPORTUNITY EXCHANGE 








Distributors—Salesmen Wanted 


TRANSPARENT MIRRORS 


On plate or thin glass any size, shade, 
shape and quantity. Large sizes espe- 
cially. Choice territory open for exclu- 
sive representation to those who qualify. 
Deliveries prompt — prices right. Send 
full particulars in first letter. 


THE O. AUSTIN CO. 


48 Greene St. New York City 


DISPLAY IDEAS 
“Modern Poster Art and _ Lettering’? contains 
over 500 illustrations suitable for copy, mimeo- 
graph tracings. or lamp-up direct to signs, pos- 
ters, backgrounds, cutouts, etc. $2.00 postpaid. 
cc. 0. DBD. We extra.) 
SIGN PUBLISHING CO. 

2325 Cass Ave. St. Louis, Mo. 








SALESMEN WANTED 
To sell a complete line of display acces- 
sories. Commission rates attractive. Many 
exclusive items. Territories protected. 
CAPITOL DISPLAYS 
58 W. 39th St. New York, N. Y. 














WANTED 


Experienced window trimmer and card 
writer for men’s and boys’ store. Write 


WM. ERLANGER CO. 


East Liverpool, Ohio 


COURSES IN WINDOW & STORE DISPLAY 
Background Design; Merchandising Ideas; Ex- 
hibition Displays; Show Card Writing; Adver- 
tising Copy and Layout. Personal Training— 
Individual Advancement. No Correspondence 
Courses. William F. Ray, President, J. Duncan 
Williams, Director, formerly editor of Merchants 
Record and Show Window. The Ray Schools, 
116 S. Michigan Blvd., Chicago, Dept. DW3. 














Salesman Wanted—Display equip. road sales 
man, exp., for well-known American Fixture & 
Mfg. Co.’s Korrect-Way line; estab. trade for 
Ga., Ala., part of Fla. & Tenn. Leads fur 
nished; comm.; excellent future; prefer man 
who will finance self at start to prove ability; 
can also be interviewed in St. Louis. Melvin S. 
Roos, Distributor, 181 Pryor St., Atlanta, Ga. 


CREATIVE DISPLAY TRAINING in all 
branches, including Windows, Interiors, Back- 
grounds, Store Fronts, Exhibition Booths, Model 
Building, Showcards; also Retail Sales Promo- 
tion and Advertising Layout. Moderate tuition. 
Free Placement Bureau. Request Booklet ‘“*-DW.”’ 


DISPLAY INSTITUTE 
3 East 44th St., New York MUrray Hill 2-5567 














SALESMEN WANTED 


lo sell new patented “Clip-Grip” shoe display 
racks to department stores and shoe stores. 
Every store a prospect. Protected territories for 
established salesmen. 
Address “BOX 301” 
Care DISPLAY WORLD 


RECLAIMED 


Your used Cutawl chisels Nos. 24, 0, and 3 re- 
sharpened as good as new for— 


30c per Doz. 


JOHN MEIKLE MFG. CO. 
1902 E. Cook St. Springfield, Ill. 














FOR SALE — WALTERS’ FIT-RITE AND 
STA-ON WINDOW SOCK FOR DECORATORS 
Made of heavy fleece-lined Jersey cloth, 55¢ pr., 
$3.25 half doz., $5.25 doz., postpaid. An elastic 
tape band is sewed in the top. U. S. Patent 
1,494,653. Fits over any shoe. Order by size 
shoes worn. J. M. WALTERS, Mfr., 220 South 
Benton Way, Los Angeles, Calif. 


POSITION WANTED 
Young lady with background interior decoration 
and specialized training in display; easy to 
comprehend merchandising and promotional 
ideas, color and lighting blends; assistant to 
display director of large specialty shop. 

Address “J. J.” 
Care DISPLAY WORLD 








POSITION WANTED—Young man, has 
had some exp. in display work, desires 
position as assistant helper. Good refer- 
ences. Available at once. Address RAY- 
MOND RAY, care Y.M.C.A., New Roch- 
elle, N. Y. Telephone New Rochelle 1818. 


ADVERTISING—HOME STUDY—The Adver- 
tising Minded Displayman is qualified to make 
the most money. Many have graduated from 
this long-established school. Common. school 
education sufficient. Send for free booklet out- 
lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
1315 Michigan Ave., Dept. 266C Chicago 








Manufacturer’s Representatives Wanted 
Many territories now open. To have ex- 
clusive sale of a new line of cut-out and 
printed background pieces and decora- 
tions. Christmas line now ready. Amer- 
ican Easel Company, Rochester, N. Y. 


DISTRIBUTORS AND SALESMEN 
Wanted For 


PLASTIC CARD HOLDERS 


The attractive and modern accessory for every 
display. Write for samples and prices 


TRANSPOSTER SERVICE 
729 Boylston St. Boston, Mass. 








POSITION WANTED 
Experienced window trimmer and interior dis 
play artist; 28 years old; now employed; wishes 
connection with progressive concern; would con 
sider position as assistant; graduate New York 
School of Display 1938. 

Address “M,. E.” 


Care DISPLAY WORLD 











HOME STUDY COURSES in Window Display 
and Show Card Writing now offered at greatly 
reduced prices. New, up-to-date, authoritative, 
clear and comprehensive. Every detail of 
the work fully illustrated and explained by 
former instructor at The “Chicago Display 
School.” Write for information. 


WILL H. BATES, Box 101, Ellsworth, II. 











WANT ADS—Of all kinds, eligible for the Opportunity Exchange. 


cash with order. April torms close April 10. 


Only $2.00 per inch, 
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and direct in style, with clean-cut out! 
they’re basically casual for all their so 
details and fine fabrics from satins to fa 
and reps to twills. 

What will fit them into the spring af: 
noon scene, or that newly termed “twil: 
to midnight” picture are the accessories 
companying them. Heads of veiling si 


lating hats, the most extravagant froths f 
white, the hand-sewn dainty-lady bits if 


finery, colorful flower toppings such as e 
hand-crocheted chullas spiked with flow «s 
or garnished with taffeta are but a few of 
the lighter accessories to lighten and heig 
en the costume. 

And though the new longer tunic coat over 
narrow skirt in fine rep,’the faille suits, the 
taffeta and wool combinations may be defi- 
nitely on the dressed-for-spring side, they re 
prettier and more appropriate for dress wear 
when dressed up with accessories. This is 
an important theme to play. 

America likes a basic costume and many 
accessory changes for it. 

Elsewhere on the fashion scene headline 
topics hold attention. There’s to be more 
South American influence, more of the 
Greek, more of the Chinese, the Mexican 
(see colors on this latter especially), as well 
as more of our own great outdoors. Also 
the far-ports-of-call of our navy will bring 
the flowers, the colors, and other tropical 
touches such as pareo skirts into our sum- 
mer play clothes, as well as inspire more 
of the tailored, well-bred look of the Eng- 
lishman-in-tropicals for our summer spec- 
tator sport clothes. 


Furriers Plan Course 
In Window Display 

Preparations are being made by The 
Greater New York Retail Furriers Associa- 
tion, Inc., for a course in window display 
to be open to all employees of retail custom 
furriers. No charge will be made. 








FOR SALE! 


10 Robin Hood Settings. Lifesize Santa 
and 6 Reindeers. Doll at Pipe Organ. 
Giant Santa at Fireplace. 

For photos and details, write 


C. J. Benedict, Display Manager 
GOLD & CO. 


Lincoln, Nebraska 








SALESMEN WANTED 
For plastic card holders and plastic dis- 
play novelties. Several choice territories 
open. Write for samples and information. 
TRANSPOSTER SERVICE 
21 Follen Street Boston, Mass. 











Effective Modern Displays, fixtures, and back 
grounds to ‘pep-up’’ your store, constructed by 
young man with 10 yrs. exp., now employed. 
Own equipment, spray-gun, jig-saw, air brush, 
etc. Wants position one man dept., pref. mens 
wear. Anywhere in eastern U. S. References, 
photographs; age 27; married. Address MOD- 





ERN DISPLAYS, care DISPLAY WORLD 
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The NEW Scientifically Designed 


TRANSPARENT PLASTIC 
TEE TOP 


In all colors of the RAINBOW 


Displays merchandise 
attractively. Shoulder 
shape — made to con- 
form with slope of the 
garment. With incor- 
porated notch for lin- 
gerie, slips and eve- 
ning gowns. 


A profitable 
item. 


jobbing 








JOBBERS WANTED 











THE HENRY HANGER CO. 
OF AMERICA, INC. 





450 7th Ave. New York City 

















‘se Wakt Disneys 


EY BAMBI 


WILL UNQUESTIONABLY BE THE OUTSTANDING 
ENTERTAINMENT FEATURE OF 194! 






= OLD KING COLE 


— eanpeeuune announces THAT ITS 
EXCLUSIVE BAMBI DISPLAY-PROMOTION 





‘s 
READY FOR FRANCHISE 
| «OLD. KING, COLE 
* HE BEST-RATED DISPLAY MANUFACTURER” 
. IMQVUIGIES HANDLED IN CAROER OF RECEIPT 














PHOTOGRAPHIC ENLARGEMENTS 


BLOWUPS 


From photographs or printed matter. For win- 
dow and counter display. Mounted or unmounted. 


Tracings for Silk Screen Process 


NEW YORK SOLAR PRINT CO. 


736 Broadway (Since 1907) New York City 

















Send for the 


“In 1891 
Wwe 


Made 
the first 
One”’ 4 


»AIR BRUSH 
CATALOG 


THE WOLD AIR BRUSH 
MANUFACTURING CO. 


2173 North California Ave. 
CHICAGO - - ILLINOIS 
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Question: Will you please tell us if methyl 
methacrylate plastic can be cast satisfactor- 


Billings, Mont. 
Considerable work has been 


ily in rubber molds ?— 

Answer: No. 
done along these lines, but a large plastic 
manufacturer that no 
process has as yet been developed. 


advises satisfactory 


Question: Where can we obtain travel 


posters ?—Marshalltown, Lowa. 
Answer: These can be had trom _ practi- 
cally any of the steamship lines, such as 


Dollar Lines, San Francisco, and from the 
transcontinental railways. Also you can get 
them from the United States Travel Bureau, 
45 Broadway, New York City; it is 
sary that you outline the nature of the pos- 
ters when writing the latter. In 
most cases the bureau furnishes the posters 
without charge. 


neces- 


desired 


Question: Can you tell me who was the 
first person to use the term 
instead of 
when the term originated ? 

Answer: This 
J. M. Walters, 


“Forty or 


“displayman” 
trimmer” and about 
Brooklyn. 
distinction is claimed by 
who 
more ago the Dry 
Chronicle, in a contest for a better name 
than ‘window trimmer,’ took my suggestion 
that the term ‘displayman’ be used instead; 
it has been in use ever since.” 
know, this is the first “official” application 
of the term as we know it today. 


“window 


Los Angeles, says: 


years Goods 


So tar as we 


Question: In the past we have been charg- 
ing our customers for special installations 
at so much per hour from the time the trim- 
mer started the job until he finished it. Now 
we are wondering whether we should charge 
the customer from the time the trimmer 
leaves the office to the time when he finishes 
the job. In other words, if the time to in- 
stall the display was one hour and it took 
the trimmer fifteen minutes to get to his 
destination, should we charge the customer 
for an hour and fifteen minutes? Kindly 
let us have your opinion.—Reading, Pa. 

Answer: You charge your cus- 
tomer, in special installations, from the time 
the emplovee leaves your office until he re- 
turns. Unless this ts you will find a 
discrepancy between the employee’s time for 
which you pay him and the returns you get 
from his services. In other words, if it takes 
the employee fifteen minutes each way and 


should 


done 


an hour on the actual job, unless you charge 
as mentioned above there will be thirty min- 
utes of the employee’s time for which you 
will receive no return. In order to make up 
this you either have to charge for the entire 
time involved, or increase your price for the 
actual work done. 





CARSTENITE 
(Actual Wood, Resin Fused to Masonite) 
The Ideal Display Material 
e Signs @ Backgrounds 
@ Fixtures 


@ Displays 
Send for free Sample and Literature 


228 NO. LASALLE ST. 


Carstenite Sales “* CyicxGo. itt. 
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PROTECT 


Your Merchandise 


from FADING! 


with Se 


CALIFORNIA “/ | \\ 


Transparent 
SUN SHADES 


Now you can display your most 
delicate fabrics and colors with- 
out fear of fading or other sun 
damage. Our Absorption shades 
repel 98% of the sun's dostructive 
actinic rays. Approved by F.H.A. 


WRITE TODAY for descriptive folder, 


and sample swatch. 








Transparent Shade Co. 


CHAMBER OF COMMERCE BLDG. 
1161 S. Broadway, LOS ANGELES, Calif. 











‘“ 


Make Your 
Displays LIVE! 
EEE 


with SREEEEL 


are th 
AADAC! cv 
MIROFLEX 


The Mirror That Bends 


ae with life, interest, beauty, 
your Miroflex displays command more at- 
tention. Miroflex is modern, sophisticated, 
versatile—for flat or curved surfaces, pillars, 
posts, etc.—in store and window displays, 
show booths, interior and exterior decorat- 
ing. Stands without support. Comes crystal 
clear and in gold, blue, green, or mottled 
colors. 


























Send for Miroflex samples and 
prices, and ask about Miroflex 
Mastic Cement for mounting 
wood, glass, leather, etc. 


HUDSON SPECIALTY COMPANY 


Exclusive Distributor 








467 Eleventh Avenue New York, N. Y. 
BRyant 9-3720-1-2-3 
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Display 
Woriad 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we’ll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 


() Air Brushes 
Airpainting Equipment 
Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Background Coverings 
Brushes and Pens 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 
Crepe Papers 
Composition Pieces 
Cut-out Letters 
Cutting Machines 
Decorative Papers 
Decalcomania 
Display Furniture 
Display Forms 
Display Letters 
Display Racks 
Drawing Boards 
Enlarging Projectors 
Fabrics and Trimmings 
Fixtures 
Flags and Banners 
Foils 
Grass Mats 
Hosiery & Shoe Forms 
Invisible Glass 
Lacquering Outfits 
Lamp Coloring 
Lithographed Displays 
Mannequins 
Mouldings 
Metal Sheets 
Millinery Heads 
Motion Displays 
Motion Mechanisms 
Natural Foliage 
Pageants & Exhibits 
eee (Window) 
Papier Mache Specialties 
Photographic Blowups 
Plastics 
Price Cards—Tickets 
Price Ticket Holders 
Sale Banners 
Socks—Window 
Show Cards 
Show Card Colors 
] Show Cases 
] Show Case Lighting 
Signs—Card Holders 
) Signs—Brass—Bronze 
] Signs—Electric 
} Sleeve Forms 
] Stencil Outfits 
Stock Posters 
' Store Designing 
} Store Fronts 
Tackers 
| Time Switches 
Turntables 
() Valances 
[) Wall Board 
] Window Lighting 


JOO 


DOOOODOOOOOONoOoOoOoOoOoooooooooo! 


J0O000 


JODOOOOOOOOoOOC! 


} 
JU 


ImnnnN 


wn 


(] Do you wish a copy of their catalogue? 
C] Do you plan to remodel your store soon? 
Do you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 


CINCINNATI, OHIO 


Firm 
Display Manager 
Street 


' City State 











DISPLAY WORLD 
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Charles Brandt, who had been in charge 
oi display fer Bedell’s, St. Louis, returned 
to the East as display manager for I. J. 
Diskon Company, Paterson, N. J. 

The monthly “beefsteak party” of the New 
York City Display Managers’ Club was held 
at the Hotel Marseilles. The committee in 
charge of arrangements was composed of 


Harry Bird, Wanamaker’s; William Tish- 
man, McCreery’s, and J. R. Trewhella, Best 
& Co. 


George J. Cowan, president of the Koester 
School, Chicago, gave a talk and demonstra- 
tion of display before the annual convention 
of the Illinois Retail Clothiers Association. 

Monroe Snyder, for fifteen years display 
manager for Goldenberg’s, Washington, D. 
C., resigned to enter other business. His 
Leibel, formerly 
Mandel 


successor was Henry J. 
with the display department of 
Brothers, Chicago. 

\n attempt was being made to form a 
“New Zealand Trimmers Association” in 
that country as part of a campaign for 
higher wages for displaymen and more pres- 
tige for their profession. Display managers 
in New Zealand at that time were being paid 
an average of about $22.50 per week. 

David Jones, The Hub, was toastmaster 
at the first banquet of the Baltimore Display 
Men's Club, held at the Hotel Emerson. 


MARCH, 1931 
John W. Peters joined R. H. Macy & Co., 


New York City, as assistant display manager 
under Irving Eldredge. 

Charles formerly with The 
Hecht Company and Sears Roebuck & Co., 
Washington, D. C., became display manager 
for King’s Palace, of the same city. 


Osborne, 


L. EK. Summerton resigned as a member of 
the display staff of Wm. H. Block & Co., 
Indianapolis, to become head of The Card & 
Display Service Company, also of Indian- 
apolis. 

Rex Clawson resigned his position as dis- 
play and advertising manager, Kline’s, Kan- 
sas City, Mo. 

Roger Ewing became display manager for 
J. W. Knapp Company, Lansing, Mich. 

Phe Omaha Display Men’s Club elected 
Frank Fiala, Thompson Belden Company, as 
Other officers elected were: 
McCoombs, Thomas 


its president. 
vice-president, John S 
secretary and treas- 
Haas Brothers Com- 


Kilpatrick Company; 
urer, H. R. Lawrence, 


pan\ 


Sophisticated Display 
For Now Richard's Store 


The Richard Store Company unit which 
opened on Lincoln road, Miami Beach, re- 
cently is following a display keynote of 
sophistication. Franklin Hollings is in 
charge of this department. 
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marks the type of Douglas Fir 


Plywood made for outdoor use! 


See how many ways this water- 
proof plywood can serve you! 


@ EXT-DFPA is the type of Douglas 
Fir Plywood for all permanent exterior 
signs, displays and construction. It is 
made with synthetic resin binder, hot- 
pressed under hydraulic pressure to 
form panels that are guaranteed by the 
manufacturer against ply separation 
due to moisture or any sort of weather 
condition. The glue in this outdoor 
plywood really becomes a plastic ... 
and thus is impervious to water and 
many chemicals. 


All EXT-DFPA is made in strict ac- 
cordance with U. S. Commercial Stand- 
ard CS$45-40 and is edge-branded with 
a distinctive “grade trade-mark” for 
easy identification and ordering. Pro- 
gressive lumber dealers carry EXT- 
DFPA in a variety of sizes, thicknesses 
and appearance grades, 


The photographs on this page show 
some of the uses of EXT-DFPA but 
there are dozens more. Think of EXT- 
DFPA whenever you need large panel 
sizes . . . want to save construction 
time . . . desire modern streamlined 
effects. Send now for free folder that 
gives more data about EXT-DFPA, 
Douglas Fir Plywood Association, 
Tacoma Bldg., Tacoma, Wn. 


“Always BETTER: 
All WAYS 





THE ENTIRE WHITE FACING of this painted bulletin, 
including the clock, was made from EXT-DFPA. The 
poster company particularly appreciated the fact that 
no warping occurred during the life of the display. 


by 


Cart METZ 
WELCOME 


SMALL SIGNS like this one are easy 
to saw out of a panel of EXT-DFPA. 
Knife the edges with white lead. finish 
with the number of coats of good 
exterior paint or varnish recommended 
by the paint manufacturer, and you 
have a long-lived sign. 



















GENUINE SPECIFY DOUGLAS FIR PLYWOOD 
BY THESE "GRADE TRADE-MARKS” 


WALLBOARD 
FPA 


INSPECTED 





PLNPANEL D.EPRA. 






STREAMLINED SERVICE STATIONS in every part 
of the country are being built of EXT-DFPA. Any 
carpenter can use this lumber: it costs less than 
metal and gives the same smart appearance. 


(Below) ITS USE IN BOATS proves its water- 


proofness beyond question. When painted or fin- 


ished properly. EXT-DFPA can be submerged 
indefinitely without water penetration. 





(Lett) ALWAYS LOOK for this “‘grade trade- 
mark” on the edge of a panel of outdoor 
plywood. It is your assurance of a panel 
made especially for outdoor use. EXT-DFPA 
is made in a variety of sizes. thicknesses and 
appearance grade. See them at your lumber 
dealer and order a representative stock. 














NEW SPRING DISPLAYS—EXCLUSIVE 


AKE UP, America! It’s 

Spring! The wacky whimsy 
season is on. And here’s a family 
of display pieces as cute and 
whimsical as you could ask for 
—to pep up your Spring dis- 
plays. Eighteen different three- 
dimensional figures and sym- 


terials, designed by those mas- 
ter-pixies Jolley-DeWitt! 
They're exclusive with Quali- 
Craft . . . available only at 
Sherwin-Williams Quali-Craft 
distributors. We've just printed 
a fully illustrated booklet show- 
ing the “Corkers” at their best. 
Send for it today, or see your 
nearest Sherwin-Williams Gra- 
phic Arts Distributor—headquar- 


eS corkers 


the answer to 
any display man’s prayer! 


i a a 


ae” ae e: S 
Cork Figure 16" high. Choice of sports. Wire con- 
struction can be bent to any position. 


bols, big enough to catch all ters for all your display needs. 
eyes. Fashioned of cork and The Sherwin-Williams Co:, Gra- 
wire and other exciting new ma- __ phic Arts Division, Cleveland, O. 





NEW SPRING DECORATIVE PANELS 


Perfect settings for spring merchan- 
dise. New designs, excellent crafts- 
manship. Garden scenes, Easter Pa- 
rade, lake panoramas, floral valances, 
fences and apple blossoms, patriotic 
motifs, etc. Colorful and versatile. 
Fully illustrated in the new Quali- 
Craft Spring Display Guide. 

12 new, smart and highly useful 
woodgrains; washable, photographic- x ‘ 
ally reproducing fine woods. 17 leath- 4 , Cork - on desert island, 16" high. Grass mat 
erettes that give rich new display and plywood base. Gay and provocative. 
effects at low cost. Kuv-R-All, seam- 
less background paper 73” and 104” 
wide. Bamboo, birchbark, straw-mat, 
and scores of other excellent simu- 
lations. 











Robin on wheelbarrow—excellent display unit 
for Spring merchandise. 17" high, 36” long. 
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The SHERWIN-WILLIAMS Company, Cleveland, Ohio 
Graphic Arts Division, DW3 


Gentlemen: 


SHERWIN-WILLIAMS —_/ cous 


{ EARTH 


vs 
ee 


Please send me FREE [] Booklet on NEW CORK DISPLAYS 


Li 


[] New SPRING QUALI-CRAFT DISPLAY GUIDE 


NAME 


ADDRESS 





